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q@ KLpERMAN | 
USE NUTO LMP Y 
FOR EVERY MAILING! 


Dual Selector Auto-typist 


ua ° aa 
has a capacity of 100 e Sure-Fire Results 
different paragraphs, 
each selected by means @ Easy to Use 


of a push button. 
@ Fast & Trouble-Free 
YESSIR, HERE’S THE “PULL” — Real, 


honest-to-goodness “pull” for your direct 
mail. Auto-typist assures you a genuine 
“door opener” with the people you want 











to reach . . . the kind that pays off with 
increased orders, increased collections, in- 
Model 5060 creased replies. 


Auto-typed letters “outpull” ordinary 
form letters as much as 5 to 1. That's 
because they’re individually typed on auto- 





matically controlled typewriters . . . com- 
ihe Atnieto mene pletely personalized ves with no problem 
model typewriter. Typing in matching fill-ins since the same type- 
mechanism is controlled pneu- writer is used. For the real “inside” on 
matically by means of a per- ° ated i beef h 
forated record roll (similar to gee e —_ ——- theres noth- 
a player piano). ing like Auto-typist! Write today for full 


information and sample Auto-typed letter. 
ALSO! New Space-Saver 

AUTO-TYPIST 5100 — Small Get the ‘Pacts today, matt the Coupon now 
offices, as well as large ones, 
can now benefit from Auto- 
typist’s speed, efficiency, and 
economy. Operates any electric 
typewriter, with typewriter al- 
ways free to use manually. 


Auio-typist 


AMERICAN AUTOMATIC TYPEWRITER CO. 
Dept. 210, 614 North Carpenter Street 
Chicago 22, Illinois 


Please send me literature on the Auto-typist 
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Tus unusual paper is “custom made” for today’s ad- 
vertising needs. It increases results. It reduces costs. 
Your letter on the bond front looks like regular 
correspondence and gets attention. The inside 
spread is smoothly coated for your fine screen 
halftones and printed message. An order 

blank or coupon can be printed on the back. 

It’s a complete mailing all-in-one-piece — at one 
printing cost. 

We have a demonstration portfolio containing 
timely ideas which is yours on request. 


THE APPLETON COATED PAPER CO. APPLETON, Wisconsin‘@ 











IT’S EASIER THAN 
YOU THINK 


to receive worth while 


Extra Revenue Year 
After Year 


mot 


saies Of 


expense ur part! 


JUST REGISTER ALL FACTS 
ABOUT YOUR MAILING 
LISTS exclusively with 
MAIL ORDER HEAD- 
QUARTERS 
ee 
f mailing lists for ONE-TIME 
RENTAL ADDRESSING the MOS- 
LEY DEPARTMENTALIZED OR 
ANIZATION will cover the coun- 


n straight 20% commission 


aight 20'% comn 
enlarge YOUR income 


MOSELY 


Selective LIST Service 
NEW MAIL ORDER CUSTOMERS 
IN VOLUME 
38 Newbury Street Boston 16, Mass. 
Phone BOSTON COmmonwealth 6-3380 
“MOSELY SENDS THE CHECKS” 


*f ma 











Ad Scribe’s Item 


aa on 
> BIG FIRMS, SMALL FIRMS get 











real creative spark on big jobs, 
small jobs from Ad Scribe. They 
get production economies, too, on 
downtown layout, art, copy, photos, type- 
setting, printing. That’s AD SCRIBE, Box 
254-R, North Canton, Ohio. Don’t freeze on 
the address; Ad Scribe took to the woods after 
25 years in Chicago. Happy clients served 
by air mail in U. S. and Canada know Ad 


Seribe delivers something extra. Write for | 
samples and Credit Card that saves you $10 | 


on the first job. 
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INDUSTRIAL LIST BUREAU 















Finest 
Canadian Mailing List 


175,000 Mail Order Nursery Stock Buyers 
On Elliott Stencils 
Secured from Space Advertising. 
Used by us 5 times annually. 
Would consider renting to non 
competitive house of proven integrity. 
Can address and return your envelopes 
ox do mailing and stuffing for you. 
Positively will rent to only one client 
each month. 
Will be glad to consider your 


proposition. 
BOX 101 
The Reporter, 17 E. 42nd St., N. Y. 17, N. Y. 








THE BEST IN MAILING 


45 Astor Place, New York 3; N. YJ | 


Fhe REPORTER 


17 EAST 42nd ST., NEW YORK 17, N. Y. MUrray Hill 2-7424 


Volume 13 Number 6 
The Reporter of Direct Mail Advertising is published monthly by Henry Hoke, publisher, at 
So. Lancaster, Mass Subscription price is $6.00 a year Re-entered as second class matter at 
Post Office at So. Lancaster, Mass., under the act of March 3, 1897. Copyright, 1950. 


HENRY HOKE, Editor and Publisher 


M. L. STRUTZENBERG, Circulat 


Manager 


HENRY HOKE, JR., Advertising Manager 


ABOUT THE COVER 


The September issue carried Raymond Lufkin’s art-impression of what the “Circles of Infor- 
mation” might look like on October Sth at the DMAA Convention. Our photographer took 
an unstaged shot at 9:45. How close we came in predicting can be seen by comparing the 
real thing with the inset reproduction of the September Cover. This new innovation in con- 
vent.on programming seemed to make a big hit. Many thought it should be continued and 
expanded . . . to last a full day instead of one morning. Those who attended are urged 
to send their comments. 


Short Notes 6 


The New York Conventions 11 
By Henry Hoke 


Pluck The B-String 14 


Frank T. Fetherston, The Frederick Post Company, Chicago 


Are You Breaking Down Confidence In Direct Mail? 18 
Orville Reed, Howell, Michigan 


Bring Back The Dead 21 


John J. Patafio, Jr., Ambassador Letter Co., New York City 


1950 Best of Industry Winners 24 


Direct Mail Advertising Association 


Cne Advertising Man to Another 26 
George Kinter, Pittsburgh, Pennsylvania 


A Letter for All House Magazine Editors 27 


Foreign Trade Possibilities: Italy 29 
Edgar V. Hall, New York City 


THE ONLY MAGAZINE DEVOTED EXCLUSIVELY TO DIRECT MAIL 


The Reporter is independently owned and operated But in addition to thousands of 
regular subscribers, all Members of the Direct Mail Advertising Association receive 
The Reporter as part of the Association service. A portion of their annual dues 
pays for the subscription. 
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d. h. ahrend—a complete direct mail service for nearly 60 years 







discover an experienced 


AHREND- where you get 


every /direct mail facility you need! 


organization 


Z catalogs 
cash-register copy 
aif 
sales-minded art 
letterpress printing 
© offset lithography 
© sales letters | 
M@ brochures 4 bs 
dealer aids IY 
list selection Hew pw 
% mailing e ” 


For better direct mail results, use Ahrend. Our clients have won 
33 national awards based on results in the past five years alone. 
Our merchandising analysts and creative staff will advise you 
or plan your complete campaign. You'll save time—you’'ll save 
money — you will be way ahead with Ahrend — the house of 
creative thinkers and experienced craftsmen. 


58 YEARS EXPERIENCE SERVING DIVERSIFIED INDUSTRIES WELL 


d.h. ahrend co. 


333 EAST 44 STREET * NEW YORK 17,N. Y. 





* 








visit us when you're in New York— we're three blocks east of grand central 












J} |} } Ju ri : 
ee | : 





f 








MAILING OPERATIONS | 
HAVE IMPROVED A LOT 


SINCE ROMEO’S TIME! 


When Romeo wanted to make...or break 
...a date with Juliet, he tied a note toa | 
fair-sized rock and heaved it through 
Juliet’s window. It ran up old man 
Capulet’s repair bills, of course, but it 
saved Romeo a lot of time and trouble 
in addressing, folding, collating, enclos- 
ing, sealing and stamping his mail. 


Romeo, you see, had more important 
things than that on his mind. And so do 
you! There’s no reason why you should 
devote your time and that of your em- 
ployees to such routine tasks, when Cir- 
culation Associates will take them off 
your hands completely, do them better, 
with experienced help who do nothing 
else, and complete them in less time and 
tor less money than youare spending now! 


Take the handling of publications and | 
house-organs as an example. Circulation 
Associates will maintain your lists on 
Speedaumat, Addressograph or Elliott 
stencils, and will relieve you of all of the 
tiresome and profitless mechanics in- 
volved in the distribution of your publi- 
cation, regardless of the size of your 
mailing list! 


Circulation Associates is geared for | 
this sort of operation ... for any mailing 
operation, in fact, whether it is a matter 
of a few hundred, a few thousand, or 
many, many millions! No matter how 
large or how detailed the job may be, we | 
are organized to handle it. And at a 
worthwhile saving, too! 


Write today for your free 
copy of “TWO SOFT- 
BOILED EGGS—AND A 
KIND WORD” ...a specially 
prepared brochure that will 
give you a few chuckles... 
and a lot of ideas about han- 
dling your Direct-Mail! 

CALL COLUMBUS 5-3150 


CIRCULATION ASSOCIATES 


Typewriter, Hand or Stencil Addressing « Collating, Fold- 
ing and Enclosing « Stencil Cutting * Offset Lithography 
« Letterpress Printing « Triple-Head Multigraphing 
« Complete Direct-Mail Campaigns « 


1745 Broadway « NEW YORK 19, N. Y. 


. Rand. 


SHORT 


NOTES 


DEPARTMENT 


@ THIS REPORTER enjoyed a late Sept- 
ember trip to Chicago. Attended a con- 
vention of the National Consumer 
Finance Association ... with the usual 
speech about letter improvement. Fine 
crowd. Also visited the mammoth 
Graphic Arts Exposition. Needed roller 
skates to get around the 150,000 square 
feet of space. Jammed to the gills. 
More than 200,009 individual visitors 
went through the turnstiles during the 
two weeks of display. It required a 
staff of approximately 2,500 men and 
women to demonstrate the ten million 
dollars worth of equipment. The larg- 
est printing show in history . .. and 
from all reports, the exhibitors were 
very pleased. Most of the equipment 
shown was sold right on the floor. 
The printing industry is certainly not 
pessimistic. 


JJ) 


@ ROBERT H. CArrEY of the William 
G. Johnson Company, Pittsburgh, Penn- 
sylvania was elected President of the 
Printing Industry of America during 
the Convention in Chicago .. . held 
simultaneously with the Graphic Arts 


Exposition. A big job... and takes a 
lot of work. 
eee 


@ READ ARTICLE by our old friend 
Jess Roberts of the Retail Credit Com- 
pany, Atlanta, Georgia in the Septem- 
ber issue of “In Transit,” house maga- 
zine of the Atlanta Envelope Company. 
Atlanta 1, Georgia. It’s about “Effective 
Sales Conversation.” If you haven't 
seen a copy of “In Transit” ... write 
to Dave Goldwasser and he'll send 
you one. 


eee 


@ THERE’S A FASCINATING STORY 
in the September issue of Systems 
Magazine. Published by Remington- 
Rand, 315 Fourth Avenue, New York 10, 
N. Y. (Price 35¢). 


On pages 8 and 9, there is a story 
of what's ahead in colored television 
for industry. A new camera has been 
developed by RCA and Remington- 
It weighs only 32 pounds and 
is about one-fifth the size of the ordinary 
black and white studio camera. It has 
been tried out successfully in hospitals 


and universities to show students close- 
ups of operations. The new camera 
will not be used for broadcast tele- 
vision, but for internal company work. 
One development will affect advertis- 
ing. An advertising agency in New 
York can prepare layouts, artwork and 
copy. A telephone call can be placed 
to the client in Chicago. The camera 
will focus on the advance material 
and the client in Chicago can see the 
actual color specimens and okay or 
reject the material promptly. First 
installations will start sometime this 
fall. It's a wonderful world we live 
in. 


‘TI 


eee 


@ OF ALL THINGS. An outfit calling 
itself The Necktie Workers’ Organi- 
zation, 6150 Bertha Avenue, St., Louis 
14, Missouri is currently mailing form 
letters soliciting tie sales. A sample 
tie is enclosed and recipients are 
asked to either return the tie or mail 
in $1.00. The circular states that the 
ties are made by disabled people and 
that by buying ties you are “helping 
others to help ihe-rselves”. Of course, 
the mailing of unordered merchandise 
is frowned upon by the Post Office 
. but here’s the joker. The label 
on the tie enclosed with the letter 
proved definitely that the tie was not 
made by the organization trying to 
sell it. It's a standard tie produced 
by a commercial manufacturer. This 
kind of commercialism hooked on to 
social service activities . . . hurts all 
worthy fund raising campaigns. 


_ 
eee 


@ THE NEW YORK EMPLOYING PRINT- 
ERS are making big plans (well in 
advance) for the celebration of Print- 
ing Week—January 14th to 20th. Henry 
Jr. (Pete) Hoke is serving on the Task 
Committee which met for the first time 
on September 7th. 


eed 


@ THE POST OFFICE DEPARTMENT is 
surely on a rampage against fraud. 
Nearly every issue of the daily Postal 
Bulletin carries notices of new fraud 
orders. Many against foreign individ- 
uals and organizations. The September 
14th issue, for example, carried 48 


THE REPORTER OF DIRECT MAIL ADVERTISING 





sepa 
reali 
cn | 
whic 
the 

ine” 
The 

faith 
up te 
Dep: 
port 
Post 
Bure 


@aA 
hand 
Com, 
New 
who | 
layou 
Erwi1 
printi 
plied 
the s 

A¢ 
chan: 


@ RC 
Mem! 
Linto: 
setts | 
help. 
or di 
think 
along 
send 


"Ss 
THIN¢ 
ing b 
house 
Divisi: 
at 25; 
under 
book 
the si 
paren 
by Ju 
house 
dedicc 
cated 
sons ¢ 
Gentle 
more 
Tells « 
ginge! 
and a 
en. | 
eo 
advan 
Effecti 
imprin 


@ SE 
moted 
by All 
delphi 


OCTOB 


ra 
ial 
he 

or 
rst 
his 


ice 
el 
ter 
10t 


ed 
his 


all 


T- 


nt- 
iry 
sk 
ne 


id. 
tal 
ud 
id- 


er 


NG 





separate citations. Most of us do not 
realize how lucky we are in having 
an aggressive inspection department 
which keeps the mails clean. If 
the frauds were allowed to continue 
. +. your mail would not be as effective. 
The public (your prospects) would lose 
faith in appeals received by mail. Ii’s 
up to all of us to help the Post Office 
Department keep the mails clean. Re- 
port all suspicious cases to your local 
Post Office or to the Better Business 
Bureau. 


JJ] 


@ A CLEVER MAILING was recently 
handled by the North American Philips 
Company, Inc., 100 East 42nd Street, 
New York 17, N. Y. Mailed to dealers 
who sell Norelco electric shavers. Ideas, 
layout and copy were originated by 
Erwin-Wasey in New York... but the 
printing and mailing services were sup- 
plied from Eindhoven, Holland where 
the shavers are manufactured. 

A good example of international mer- 
chandising cooperation. 


JJ) 


@ ROGER CLAPP, new DMAA Board 
Member and Advertising Manager of 
Linton Brothers, Fitchburg, Massachu- 
setts has a unique hobby and he wants 
help. He collects samples of unusual 
or distinctive business cards. If you 
think you have a good one... send it 
along to Roger and he will probably 
send you something unique in return. 


JJ) 


@ “SUGAR AN’ SPICE AND ALL 
THINGS NICE” is the name of intrigu- 
ing book just issued by the Westing- 
house Electric Corporation, Appliance 
Division, Mansfield, Ohio. It is priced 
at 25¢ but Westinghouse dealers, we 
understand, are permitted to give the 
book free to any child who comes to 
the store accompanied by his or her 
parents. It's a child's book written 
by Julia Kiene, Director of Westing- 
house Home Economics Institute. The 
dedication reads “This book is dedi- 
cated to my granddaughters and grand- 
sons and ALL Little Ladies, and Young 
Gentlemen, who would like to learn 
more about the Art of Fine Cooking.” 
Tells all about making cookies, cakes, 
gingerbread and tea party menus... 
and about helping mother in the kitch- 
en. Skillfully woven into the copy 

. @re inconspicuous men‘ions of the 
advantages of Westinghouse stoves. 
Effective job of making an advertising 
imprint at an early age. 


JJ) 


@ SECURITY SALES are being pro- 
moted by direct mail... aggressively, 
by Albert and Joseph Tyson of Phila- 


delphia. Mailings are being made 
(Continued on page 8) 
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Where modern merchandising ideas are put to work to speed 
the flow of goods to America’s buying millions... there you'll find 
Cockletone Bond. Today, more and more leaders in this vital American 
business are choosing this letterhead paper. They prefer it because its 
tough, sturdy feel, lively crackle and beautiful shade of white lend 
added dignity to business messages. Why not investigate the advantages 
of appointing this finer letterhead paper as your business representative? 
The moderate cost of Cockletone Bond will surprise you. 





ofa ber of the H 
SS 
SEND COUPON NOW... for Cockletone Bond sample 
book and portfolio conta ning printed specimens 


of good modern letterhead design, which you'll 
find useful in improving your own letterhead. 


Hammermill Paper Company 
1621 East Lake Road, Erie 6, Pennsylvania 


Name 


FINEST LETTERHEAD PAPER EVER PRODUCED BY HAMMERMILL CRAFTSMEN 


If you need a printer who is ready and willing to sup- 
ply your needs on Hammermill papers, call Western 
Union by number and ask “Operator 25” for the name 
mill Guild of Printers. 



























FREE BOOKLET 
"Money - Making Mail.” 
Write today— use business 


letterhead, please. 


Make Your Letters STAND OUT 





WATERMARKED 


by 
Fox River 


R 
N- FIBER BOND. ONION SKIN, LEDGE 





coTTo 
The stamp alone «02s 3¢ to 6¢ the 
iverage letter costs a total of 75¢. Why, 
then, itru business mail to anything 
han 100 cotton-hber bond by Fox 
River finest pape ou can buy. 
Just think! You could be using letter 
head ym the cheapest newspaper — stock 
uu could switch to beautiful 100 
tton-fiber letterhead paper by Fox River, 
vith match ng envelopes, ind our extra 
cost | le would not be over I¢ 
Smaller costs ranging downward in 75, 
50, and 25 cotton-hiber grades Samples 
vith free Money-Making Mail booklet. Fox 
Paper Corporation, 2020 S. Apple 


Look through the paper::- 


see the -s “a 
Fox RiVer= 
NAME OF QUALITY —\ 


WATERMARKED IN EVERY SHEET 






| study 





| Herald Tribune. 


every two weeks. About 10,000 pieces 
per month go to people in Pennsylvania 
and south Jersey areas. Albert Tyson 
was formerly in the direct mail business 
and is now putting his talents to work 
in selling securities. He thinks the 
market can be reached more economi- 
cally and more directly by direct mail 
than any other media. 


JJ) 

@ PITNEY-BOWES INC., manufacturers 
of postage meter machine, Stamford. 
Connecticut have graduated to the “big 
board” on the Stock Exchange. The 
company’s common stock became the 
1,47Sth stock currently listed. First sales 
were made on September 19th. 


Incidentally, Pitney-Bowes have just 
brought out a new low cost office elec- 


It's only three feet 
long, 181/2 inches wide and 20/2 inches 
high. Can be conveniently stored when 


tric folding machine. 


not in use. Has the speed up to 19,000 
pieces per hour. 


JJ) 


@ WHITT SCHULTZ is getting a lot of 
publicity these days as a result of his 
book “How You Can Make More Money 
By Mail.” The New York Herald Tri- 
bune recently used Whitt as a case 
in a mailing piece promoting 
advertising in the Herald Tribune. In- 
side spread had quotations from the 
Whitt book and examples of the ad- 
vertising he has run successfully in the 
A smart promotion 

- both for the newspaper and that 
mail order fellow from Highland Park, 


Illinois. 
JT) 


@ LEW KLEID of Mailings Incorporated, 
25 West 45th Street, New York 19, N. Y. 
pulled a good one late in August. An 
attractive gift box went to all of his 
clients. It contained a valuable com- 
bination wallet and memorandum book. 
No advertising. Lew’s note was clever. 
“Christmas in August! ...I had planned 


this for the December presentation in 
our series of ‘Desk Tools and Pocket 
Devices,’ but I just couldn't wait until 
December to send it to you.” The stunt 
made a big hit with recipients. 


JJ) 


@ ANOTHER BOX MAILER was Ferd 
Nauheim, Woodward Building, Wash- 
ington 5, D. C. Inside the box was a 
broken wristwatch. The accompanying 
well processed and filled-in form letter 
started this way: 

“Mr. Hoke. what's wrong 

with this watch ... ? 

Once it was a tip-top tick-tock, but 
not now. Maybe. distracted by head- 
lines about hoarders and threats of 
priorities, it was dropped. That can 
cause plenty of trouble. And it's strange 
how much like a watch Direct Mail 
advertising can be. If you keep things 
wound up hands are busy .. . things 
keep ticking. Drop or neglect it and 
getting things back to normal . . . mov- 
ing again ... can be seriously ex- 
pensive.” 

Good stunt ... but we're wondering 
how Ferd managed to get hold of all 
the damaged watches needed for his 


mailing list. 
JJ) 


@ IF YOU HAVEN'T SEEN IT... write 
to The Advertising Council, Inc., 25 
West 45th Street, New York 19, N. Y. 
and ask for their new booklet “How 
Business Helps Solve Public Problems.” 
It's a report on the eighth year of The 
Advertising Council's activities. Well 
done and very illuminating. Also ask 
for the project kit “Crusade for Free- 
dom.” Outlines the job being done 
by a committee headed by General 
Lucius D. Clay to bring the story of 
freedom to all the world. 


_ 
ee@e 


@ “SEVEN WAYS to choose a printer” 
is the title of a humorous little book- 
let (534° x 7/2", 12 pages) recently 
reissued by Frank Commanday of Com- 
manday-Roth Company, Inc., 175 Var- 
ick Street, New York 14, N. Y. It was 
originally created and mailed about 
eight years ago. Its popularity and 
resultfulness made a reprinting worth- 
while. With cartoons and short cap- 
tions ... it tells the story of the seven 
different types of printing buyers. Well 
done. 


eee 


@ THERE’S A BIG BOOM in selling 
theatre tickets by mail. Producer Le- 
land Hayward has set the trend. He 
built up his mailing list by keeping 
the names of people who wrote in for 
tickets to his famous success “Mr. Rob- 
erts.” As other shows come along 

. . this list is used to solicit advance 
sales. Sometimes as long as three 


(Continued on page 32) 
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NEW YORK 


Magill - Weinsheimer Company 


Chicago 5 


October 6, 1950 


We salute a grand champion, 


THE ABBOTT PROMOTION TEAM. 


It's good news that your ABBOTT LABORATORIES Direct Mail 
Promotions have been adjudged not only the ''Best of Industry" 
in the Pharmaceutical Field, but as well, merit the top honor 
of THE GRAND AWARD, "BEST OF ALL INDUSTRIES." 


CONGRATULATIONS ! 


Such recognition of merit should be a source of inspiration to 
every one on your ABBOTT promotion team. It pleases us to 
know that we as lithographers have had a part in the production 
of such a meritorious work. 


These awards, too, are compensation and a source of satisfaction 
to all your suppliers, --especially to the graphic arts craftsmen, -- 
who are striving to meet your exacting production requirements. 


Very sincerely yours, 





Mr. Charles S. Downs, Adv. Mgr., 
ABBOTT LABORATORIES, 
North Chicago, Illinois. Over 
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SEE THE “BEST OF INDUSTRY” DIRECT MAIL EXHIBIT 


4 Annual Awards Dinner Meeting of 


THE DIRECT MAIL ADVERTISING CLUB OF CHICAGO 
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The New York Conventions 


Both MASA and DMAA . . . were well attended . . . very 


successful . . . especially DMAA’s “Circles of Information’”’ 


A Report by Henry Hoke (on the day after) 


The Direct Mail Conventioneers 
have gone home . . . the Roosevelt 
lobby is filled with fresh new faces... 
not nearly so tired looking as those 
we saw yesterday during check-out 
time and while the exhibits were being 
packed up. 

After all the work and hullabaloo, 
it’s difficult to focus on the high-lights, 
let alone report the details. 

It all started Saturday, September 
30th . . . a week ago, so long ago. 


The MASA Affair 


Lynn Sumner, I think, set a keynote 
for the entire week when he talked to 
the opening luncheon of the Mail Ad- 
vertising Service Association. I’ve 
heard him often .. . but he was in top 
form. He talked on the need for 
Imagination, our “most valuable and 
least used possession”. In his witty 
way he told how you can develop 
imagination or develop new ideas with 
six simple steps: 


1. Define your problem (exactly) 
2. Assemble your material (facts) 
3. Think about it (really think—even 


if it’s hard to do) 





New President of DMAA, 
L. T. (Duke) Alexander of 
E. I. duPont de Nemours and Co., 
Wilmington, Del. 
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4. Put it all away for a time so your sub- 

conscious mind can work on it 

Eventually an idea will be born 

6. Polish and refine the idea for practic 
ability 
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It was a fine talk . . . and started 
many people on a week-long search 
for ideas. 

A big pat on the back should go to 
Bob Crawford of Akron, MASA pro- 
gram chairman, who planned a really 
intelligent printed program. A 
“Doodle Bouk” . . . selling each part of 
program ... giving brief, breezy bio- 
graphies of speakers furnishing 
blank sheets for notes. A model job 
for every convention. 

I cannot report on the meetings. 
The talks were mostly technical for the 
producers of direct mail and are re- 
stricted to members (who get full tran- 
scripts). The exhibits were well 
handled. The parties superb. About 
350 delegates attended from all over 
this country and Canada. The New 
York hosts, headed by John Patafio, 
General Chairman, gave them boat 
rides around Manhattan. A Sunday 
evening shindig at old Fraunces Tavern. 
The wind-up banquet is always a big 
affair—and this year was no exception. 
The newly elected officers were intro- 
duced. 

President of the MASA for the next 
year is Huntley Geddes of R. L. Polk, 
Detroit, Michigan. Other officers are— 
Vice-President, S. Mayer Feldenheimer, C. 
E. Howe & Co., Philadelphia, Pa.; Canadian 
Vice-President, Mrs. W. M. Morrow, Business 
Letter Service, 702 Royal Bank Bldg., Tor 
onto, Ontario; Western Vice-President, Paul 
Krupp, Advertisers Mailing Service, Los 
Angeles, Calif., Treasurer, John D. Yeck, Yeck 
and Yeck Graphic Service, Dayton, Ohio. 

Newly elected directors are Miss Opal 
Roberts, Southern Multigraphing Co., Shreve 
port, La., Robert S. Crawford, Crawford 
Letter Co., Akron, Ohio. W. A. Youngstrom, 
Acme Advertising Co., Omaha, Nebr. Hold 
over directors are: John J. Patafio, Ambassador 
Letter Service, New York City, A. J. Jolie, 
The Hensley Co., Chicago, Ill. Elias Roos, 
Jack’s Letter Service, Milwaukee, Wis. retiring 
president of MASA International, continues 
as ex-ofiicio member of the Board. Jeannette 


Robinson, Executive Secretary, was reelected 
for the 22nd year. 

Many cups, plaques and certificates 
were awarded for outstanding work in 
members own promotion or campaigns 
prepared for clients. 

The MASA called it quits on Tues- 
day afternoon. A few went home... 
but a large majority stayed over for the 
DMAA, which started next day. 


The DMAA Convention 


A total of exactly 1006 individuals re- 
gistered for all or parts of the three 
days of activity. To avoid confusion 
which sometimes existed in the past... 
there was a new innovation in making 
awards to winners in Annual Leaders 
or “Best of Industry” contest. 

The winners were given a private 
and exclusive early morning breakfast 
by the Association and the Board of 
Judges. Dr. Robert A. Love of City 
College, New York explained the judg- 
ing, and just as he was to make the 
presentations Little Johnnie of 
Philip Morris popped in and “called” 
the winners. Made a big hit and plenty 
of pictures were taken. 


(Continued on page 12) 





The gracious lady from England, Kay 
Murphy, Chairman of the British 
DMAA, London. 








BS BON 


THE UNPPED STATES OF AMERION 


ONE HUNDRED DOLLARS 





The Secretary of the Treasury meets with his direct mail committee at the Direct 
Mail Convention. From left to right, Larry Chait, Walter Grueninger, Charles 
Konselman, Leonard Raymond, James Clarke, Boyce Morgan and The Honorable 
John Snyder, Earle Buckley, John Yeck, Henry Hoke and Vernon Clark, National 


Director of Bond Sales. 


The opening luncheon was an en- 
thusiastic affair. Instead of a spirit of 
pessimism which had been predicted or 
feared . . . there was more pep and 
vinegar than has been seen in many 
a year at DMAA conclaves. 

President Harry Porter did a super- 
lative job in hammering through the 
introductions of about fifty representa- 
tives of cooperating organizations .. . 
and making them interesting. 





Look what the J. A. Want Organi- 
zation, Inc., brought to DMAA’s Thurs- 
day night buffet supper.. She’s Dag- 
mar, popular star on Jerry Lester's New 
York television show, “Broadway Open- 
house.” Dagmar’s statuesque beauty 
graced a pre-buffet cocktail party at 
Want’s, New York producer of direct 
mail. 


12 


Secretary of the Treasury John 
Snyder came through in fine fashion. 
He had spent an hour prior to the 
luncheon with his direct mail com- 
mittee, headed by Earle Buckley. He 
had learned a lot about the Association 
and its work. 


After Harry Porter’s unique stunt 
of introducing the audience to the 
speaker rather than vice versa .. . the 
Secretary with a twinkle in his eye read 
part of his speech (about our economy) 
in rapid-fre fashion. Then, part way 
through, he threw down his manuscript 
and talked off the record about how 
the Treasury had used direct mail .. . 

. . how he felt personally about the 
patriotic people who were trying to 
help in keeping democracy going. 
When he finished, he received a spon- 
taneous rising ovation something 
unheard of at a DMAA convention. 


It’s impossible in this issue to report 
on all the speeches. As program Chair- 
man, I had to take care of about 108 
people to see that they appeared on time. 
Much that I heard went in one ear 
and out the other. The DMAA, in 
its bulletins, will reproduce most of 
the talks. Some of the sessions couldn’t 
be reproduced. All I know . . . is 
what I heard about it in the halls and 
the rooms. Seemed like most everyone 
was enthused. 

Kay Murphy, representing the British 
DMAA, made one of the big hits of 
the convention. England couldn’t 
have had a more gracious, friendly and 
sparkling ambassador. She carried 


greetings from Sir Frederick Rowland, 
Lord Mayor of London; from H. L. 
Clarkson, new chairman for the 
BDMAA and from Sir Miles Thomas, 
President of the Advertising Association 
of England. 

In her witty and entirely British 
way ... she told of successful direct 
mail ventures across the seas. One en- 
tirely new point which caused much 
note taking among American mail or- 
der people . . . was the experiment made 
on the return coupons of a Lingua- 
phone campaign. <A hand-writing ex- 
pert analyzed all the signatures, and 
separated the “extremely busy people” 
from those who were artistic or more 
deliberate. A special follow up cam- 
paign, styled to impress busy people 
brought fabulous returns. Tests of 
same material on the other groups 
flopped. They reacted, however, to 
different technique. Maybe hand- 
writing analysis will be added to the 
list business. 

At any rate, all of us were pleased to 
have Kay Murphy with us. She added 
warmth and enthusiasm to an already 
enthusiastic convention. 


At the business meeting Wednesday 
(4th) evening ten new directors were 
elected. They are: 

James A. Clarke, LaSalle Extension Uni- 
versity, Chicago; Walter J. Berkowitz, Tension 
Envelope Corp., Kansas City; W. Bayard 
McCoy, Stecher-Traung Lithograph Corp., 
Rochester; Arthur R. Tofte, Allis-Chalmers 
Mfg. Co., Milwaukee; B. V. Jones, Link-Belt 
Co., Chicago; Roger J. Clapp, Linton Brothers 
& Co., Fitchburg, Mass.;John D. Yeck, Yeck 
& Yeck, Dayton; Lester Suhler, Cowles Mag 
azines, Inc., Des Moines; Arthur A. Wetzel, 
Wetzel Brothers Printing Co., Milwaukee; 
Roland §S. Withers, General Motors Corp., 
Detroit. 

Following the meeting, the Board 
of Directors elected their officers for the 
coming year. L. T. (Duke) Alex- 
ander, manager, direct mail division, 
E. I. duPont de Nemours and Company, 
Wilmington, Delaware, was selected as 
President, succeeding Harry Porter, 
vice-president, Harris Seybold Com- 
pany, Cleveland. Boyce Morgan, 
Boyce Morgan Associates, Washington, 
D. C., was named American vice- 
president. Harry Woodly, advertising 
manager, Northern Electric Co., Mont- 
real, was elected Canadian  vice- 
president. Ellis Bishop, advertising 
manager, Royal Typewriter Co., New 
York, became treasurer and Alice Drew, 


advertising consultant, Westport, Conn., 


will serve as secretary. 


Holdover director, Richard Messner, 
should get a big hand as entertainment 
chairman. His offerings at the cock- 
tail party on Wednesday and the Buffet 
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Supper on Thursday were much better 
than the usual nightclub fare. Of 
course, it helped to have his brother, 
Johnnie Messner, holding the reins of 
the shows. 

By all reports, the Thursday morn- 
ing experiment, called “Circles of In- 
formation” was a big success. It 
worked . . . even though it had faults 
which can be corrected if future pro- 
gram chairmen carry it on. 

Twenty-four tables, each devoted to 
a different subject, and each with care- 
fully selected counsellors . . . to answer 
questions. People moved around from 
one table to another. Biggest trouble 

. some tables were jammed, others 
not .. . because we had failed to “sell” 
in advance what could be learned at 
some of the least understood tables. 
But many were kind enough to say 
that they got their entire convention- 
money’s worth from that one session. 
Hank Henderson of McGraw-Hill 
thinks the DMAA should set up a 
year round program on the 24 Circles 
idea. Members could submit problems 
by mail and have counsellors answer. 
Then climax the activity at the annual 
convention in an all day session. The 
delegates seem to like bull sessions more 
than set speeches. 

The Hundred Million Club session 
was somewhat similar . . . since roving 
microphones picked up the questions 
and a panel of experts answered. 

All the speakers on Friday were good 
... but it is difficult to get a full turn- 
out for each individual topic. Maybe 
the days of “General Sessions” are done. 
There are too many diversified interests 
among the users of direct mail. That’s 
a problem for next year’s program 
chairman. 

The closing luncheon was another 
inspiring and somewhat emotional 
affair. 

Harry Porter gave up his gavel, 
after a year of hard and faithful work, 
to Duke Alexander. Dr. James Bender, 
plead for better human relations in our 
letters—for more love, charity, friend- 
liness and understanding. There were 
wet eyes in the audience when Kay 
Murphy gave her thanks for what had 
happened during this 33rd Annual Con- 
vention. 

No use to attempt to describe the ex- 
hibits. The usual hullabaloo of show- 
ing what's new in direct mail equip- 
ment, supplies and ideas. Seemingly 
the exhibitors were pleased by the 
enthusiastic and responsive attendance. 
Tue Reporter staff stuck to its switch 
of last year. Roses instead of rum. 
We tried to pin roses on everyone, but 
missed some. 
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It would be imposible to mention all 
the people who worked to make this 
convention a success . . . but a special 
pat on the back should go to Vince 
Assalone of American Can for his work 
on the Speakers Service Committee. 
His timing and props made it about 
the smoothest running convention ever. 

Following the always well attended 
“Better Copy and Letters” session . . . 
the convention ended. Clothes, ex- 
hibits, aspirin, etc., packed hurriedly. 
Trains to catch. Hurried good-byes. 


For this reporter, only a three block 
taxi-ride . . . and sleep. 

Next year . . . we'll all meet in 
Milwaukee. I’ve warned Jack Smith, 
Elias Roos, Arthur Wetzel and all con- 
cerned that I’m coming out there with 
absolutely nothing to do. No jobs. 
No committees. No nothing. I just 
want to enjoy a convention, listen in at 
all the sessions, and meet all the folks 
I missed meeting this year. I'll try to 
use Lynn Sumner’s formulas for de- 
veloping imagination and new ideas 
for another year. 





signing new letterheads—for giving new life 
on quality letterheads—quantities from 6250 
Send coupon today to 
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World’s Biggest Letterhead Coupon! 
World’s Biggest Letterhead Bargain! 
Attach to your Letterhead, Clip and Mail Today for 
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to old ones. 2. Mass Production prices 
and up. All money-saving facts free. 
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Get your message 
to your man 











Unless your direct mail gets notice—it gets 
nothing. So let Rising Intralace demand at- 
tention, with its bright white—clean crisp 
look—and quality feel. Broadside or bro- 
chure, teaser or stuffer ...all work harder 
when you combine a good print job with 
Rising Intralace. Let your printer show you 
—he knows! 
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Distinctive pattern appearance 
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Specially sized for offset and gravure 





yor" 
ti 


 5weights Envelopes to match in 5 sizes 


Excellent printing surface for letterpress 





























hising Papers 


ASK YOUR PRINTER...HE KNOWS PAPER! 





Rising Paper Company Housatonic, Moss 











PLUCK The B-String 


by Frank T. Fetherston 


According to a house magazine of the 
Grant Hospital in Chicago, “The hu- 
man brain is a wonderful thing. It 
starts working the moment you're born 

and never stops until you have 
to speak in public! Well, that hap- 
pened to me! I spent nine nights 
writing a wonderful speech that I was 
going to give out here in San Francisco 

(then spent another nine trying 
to cut it down to the 12 or 13 minutes 
the program called for). But while I 
was driving across the western half 
of these magnificent, wonderful United 
States, I got to thinking about it 
and I knew what I had planned before 
wasn't it at all. You know .. . this 
whole thing . . . my coming out here 
to speak to you and make like an ex- 
pert on Advertising and Direct Mail 
... You, knowing your business as you 
do so very well . . . well, it’s all very 
much like the farmer who was sitting 
on the fence chewing on a piece of 
straw. He saw a rickety old Ford 
come lurching down the road, and 
when it got closer, the farmer noticed 
that it was Jim, the son of an old 
friend of his from upstate. 

The farmer said: “Hi, Jim! What’ja 
doin’ in this part of the country?” Jim 
said: “Oh, I’m the new Department 
of Agriculture Farm Agent. I’ve 
learned all about modern methods and 
I've come down here to show you how 
to do a better job of farming!” At this, 
the farmer just chewed a couple of 
times and finally said: “Hell, young 
Fella—you’re just wasting your time. 
I haven’t got near enough time to do 
half as good a job as I know how to do 
now!...” It’s a lot like that, isn’t it? 

Well, when I got in the car and came 
out here to San Francisco,—saw again 
the wonderful splendor of this great 
land of ours—it began to sink in that 
the problem that we as a group have is 
just about the same as the one our 
country hes today. The biggest per- 
centage of the voting public is wrapped 
up in their business, just like you and 
me... day after day... . Sure, we 
wonder that the rest of the world 
doesn’t buy our bill of goods, but we 
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never really take the time to look out 
our own door and see why they don’t. 

Tomorrow, we wake up and forget 
all about it until we manage to catch 
a few pages of the evening paper that 
tell about some new gain of Russia or 
the Communists, or something. We're 
all too tied up in our own worlds to do 
anything about it, so nothing gets 
done, and we wonder all the more. 

We just don’t realize how much 
potential our country has .. . and we 
don’t about our own business either! 
Just as we all wonder why the others 
in the world don’t flock to our precepts 
of life and liberty, we. here wonder 
why our customers and prospects aren’t 
more reasonable. We think they should 
know all about us already! 

There’s no question about it 
the thing that this industry needs is to 
SELL ITSELF TO ITS CUSTOM- 
ERS! 

Maybe by now you think I’m a little 
silly. Well, here in San Francisco, 
where you and I are away from our 
business for a little and can take an 
objective view of it, let me give you 
an example—you struggle day in and 
day out to sell your merchandise and 
services. I sit back in Chicago and 
struggle to get “THE WORD” out 
to these same customers to try to make 
your job of selling easier. What we need 
to realize is that there’s a basic lack of 
understanding on the customer's part 


as to just how much we can do for 
him! We talk in nebulous forms... 
using words like REPRODUCTIONS- 
WHITE PRINTS—TRANSPAREN- 
CIES — INTERMEDIATES ME- 
DIUMS—“VERY TRULY YOURSES” 
and “I BEG TO REMAIN’S” . . . and 
a whole lot more that actually mean 
exactly NOTHING. Then we wonder 
why it takes hours to talk sense to a 
stubborn customer about what we can 
do to help him—or why we must 
charge what we do. 

Maybe that does sound like a wild 
statement to those who are so deeply 
concerned with these things . . . but 
have you ever stopped to realize that 
your customer has nowhere near the 
background that you have in the myriad 
processes and products available to him? 
If you’re talking to a man of the calibre 
and background of Buzz Holland— 
you're lucky—but Buzz is part of that 
20°,, that make possible 80°, of your 
business. If you can reach that 80° 
of your customers by one means or 
another—your potential gain is some 
400°.—! That's worth thinking about! 

It’s a pretty safe bet that this inability 
to get our story over, to speak the 
same language, as it were—to tell our 
customers the FACTS OF LIFE about 
this is our biggest 





our business 

problem! 
This is supposed to be a “HOW TO” 

talk. Well, here’s the best “HOW TO” 








Frank T. Fetherston 


REPORTER'S NOTE: We usually steer away 
from printing “speeches” in The Reporter. . . 
but here is one which has some z-i-n-g. or 
something. to it. We met Frank Fetherston 
during the clinics in Chicago. He asked if he 
could use some of our material for his talk. 
Sure. So here is what the Advertising Mana- 
ger of The Frederick Post Company. Chicago 
90, Illinois told the 24th Annual Convention 
of International Association of Blueprinters 
and Allied Industries on June Isi. at the 
Mark Hopkins Hotel. San Francisco, California. 
It contains good points for all of you. 
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| know. The dest way to cash in is to 
TELL YOUR CUSTOMERS THE 
“ROMANCE” OF YOUR BUSINESS. 
That’s so far off the beaten path that 
I'm going to have to prove it. ( Advertis- 
ing men aren’t known to carry statistics 
around with them . .. but luckily, there 
are some for this). 

The following are the four basic buy- 
ing urges of all people . . . they can be 
applied to selling anything . . . and only 
the ease of application differs with the 
thing being sold. Let’s see if they tell 
the same story. 

First is that people want personal 
adequacy and importance. They'll buy 
bigger houses and cars, they'll join 
clubs. Subconsciously, they want to 
feel BIGGER—either in their business 
or social life. 

Second, (and most compelling urge) 
is that people will buy from the urge 
for longer life. 

Third, people will buy vitality ... 
they'll fall every time for the FEELING 
of health and well being. You know 
the success of the (Carter’s Little Liver 
Pills story!) 

Fourth, and most easily utilized for 
us. is that they will buy “ROMANCE”. 
(Incidentally, I don’t mean “SEX” . . .) 
Everyone has the fundamental urge for 
romance . . . they hunger for the in- 
trigue of living fully. 

When you think of advertising . . . 
appeal to those urges, tell your custom- 
ers and prospects about your business 
in terms that are interesting and in- 
triguing, not crass and commercial. 
You'll be surprised at the response you’ll 
get! 

Put a “HALO” around that new 
print cutter of yours ... or even the new 
rubber floor mat .. . there’s something 
interesting about everything. Once you 
trv it, you'll never go back to wondering 
what to tell your prospects. 

Keep your eyes open for the little 
sidelights in your business, the circum- 
stances surrounding unusual jobs that 
go through your plant. Those things 
that can easily slip by in the hectic run 
of everyday affairs are the real gold- 
mines of advertising. 

The next time you have an unusual 
job going through your plant, call the 
customer and ask him if he minds if 
vou use his name or company name in 
your advertising. He'll consent nine 
out of ten times, and be terribly flat- 
tered to boot! All it'll take from there 
on is a simple letter, multigraphed 
around the corner if you can’t do it 
yourself, telling your prospects and cus- 
tomers about it. What was the rush... 
what they wanted . . . how they got it 
in time... or how “the job” was saved 


(Continued on page 16) 
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‘hie a bow-tie is harder d 
than you think, and becom- 
ing expert at it takes a lot of 
time and practice. We at 
Cupples have become expert 
in another field, the field of 
envelope manufacturing. } 
Not thru practice, but thru 

the school of experience and hard knocks. With this experi- 
ence we have come up with a superior envelope. It is our “Per- 
sonalized” envelope—the envelope that will prove its value 

by increasing the returns on your mailing. It definitely has 
“eye-appeal” and what we think is more important, “buy- 
appeal.” See if you don’t agree with us. Use it and judge for 
yourself. Our Art Department will be glad to show you how 
appealing your envelope can look thru the smart use of color. 
You will be so thrilled with the results that you are sure to 
exclaim, “Well, can you tie that!” 


y NY 
upples 


envelope co.,ne. 
360 Furman Street + Brooklyn 2, New York 
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Just Published! 
_HOW TO RAISE 


s= FUNDS BY MAIL 


1 Gives tested direct mail 

* methods that mean more 
successful fund raising cam 
paigns, for churches, hospi 
1 


tals, colleges and schoo!s, etc 
Shows how to write more 
effective letters, how to cut 
costs on reproductions, how 
to get mailing lists. how to 


package and mail the letter, 
etc. By Margaret M Fellows, 
Supervisor of Fund Rais‘ng, 
Childrens Aid Society, N.Y.C., 
and Stella Koenig, in charge 
of Fund Raising, Henry Street 
Settlement. 338 pages, 28 


ert illus. $4 00. 
PIOOPOOOOR 


HOW TO WRITE 
BETTER BUSINESS LETTERS 


2 Packed with examples of both good and 

* bad letters, this manual illustrates the right 
and wrong methods of putting a letter together 
Analyzes actual letters, telling what is strong 
or weak about each. Explains how to make a 
letter productive, how to dictate. how to write 
the opening, body. close, etc. Discusses tests 
for letters, letter “don'ts”, the formula for sales 
letters, etc. By Earle A. Buckley, President, The 
Exrle A. Buckley Corp . 238 pages, illus., $3.00. 


COPY—The Core 
of Advertising 


3 Explains every phase of the 
* how and why of writing ( 

more effective copy. Reflecting 

the best of Aesop Glim’s Print- 

ers’ Ink and Marketing columns, 
his book tells you how to round 

up the facts on market and 

product, find the appeal, write copy that rings 

true—and rings up extra sales. 

By Aeson Giim, 258 pages $3.00. 


PRINTING AND 
PROMOTION HANDBOOK 


a: 4 Puts expert advertising 

* and production data at 
your finger-tips. A one-volume 
encyclopedia arranged for 
quick reference, it tells how 
to plan a campaign, maintain 
profitable mailing lists, get the 
most out of type, plates, and 
printers, etc., etc. By Daniel 
: Melcher, Publishing Dir., The 
= 4 Library Journal. and Nancy 
Larrick, Editor, Young Amer- 
ican Readers. 368 pages, il- 
Ins., $6 00 


PRPPPPIPP PLL I III I PPI O LOSI OLLI IIIS 


HOW TO SELL 
THROUGH MAIL ORDER 


5 Covers everything from selecting a salable 
* product to analyzing coupon ad and mail 
campaign results. Tells how to determine pros- 
pects and reach them via newspapers, maga- 
zines, radio, direct mail. etc.; how to prepare 
copy and layouts, etc. By Irwin Graham Ac- 
count Executive, Roberts & Reimers, Inc. 466 
pares. $4 00. 
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USE THESE BOOKS 
10 DAYS FREE 


Sees eeeeeeeeeeeeeeeaeeae. 
McGraw-Hill Book Co., Inc. 
330 W. 42nd St., New York 18 
Send me book(s) corresponding 
to numbers encircled below for 10 days’ 
examination on approval. In 10 days I will 
remit for book(s) I keep, plus a few cents 
for delivery, and return unwanted book(s) 
postpaid. (We pay for delivery if you remit 
with this coupon; same return privilege.) 
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Address ‘ ae 
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because they did ... Tell them the ro- 
mance of your business. 

To show you what I meaz . . . one 
man I know merely printed up some in- 
expensive but well done folders that say 
only—“THE JOB OF THE MONTH.” 
Once a month he picks his most in- 
teresting job and makes copies. If it’s 
too big, and he can’t enclose the whole 
thing, he writes a simple story of it 
and encloses a sample print of the type 
he’s talking about. The customer and 
prospect interest is terrific! And don’t 
think the folks he writes to don’t wel- 
come him in when he calls at their 
office . . . Or think of him when they 
need a similar job. 

So let’s get the right slant on this 
thing. Remember. advertising is 
SALESMANSHIP IN PRINT 
Good Advertising is the cheapest form 
of selling .. . and, ANYTHING that’s 
to be worthwhile and productive takes 
a little time and thought. 

Every sale . any sale . . . hangs 
on a thin string. Its note can sound 
sour, and the sale lost because of a 
million intangible things. When it’s 
touched just right though, it sings a 
beautiful sone of sales. I like to call 
that string the “B” string . . . THE 
BUY STRING, is what it really is. Call 
it by whatever name you like, it’s the 
little string way down deep inside every 
buyer or prosnect. Next time you write 
your customer . . . think of it like that 

. and slip in some of that Romance! 

Another way to reach it is simply 
through writing letters, but GOOD let- 
ters. The letters you write and send to 
your customers and prospects are the 
best material form of advertising you 
have at your disposal. 

But remember, the powerful selling 
letters appeal to the emotions. People 
act or spend because of what they feel 

. not what they think. Too many 
business letters are stuffy and lack that 
emotional appeal. Peovle think they 
think, but they don’t really think—they 
FEEL. How they FEEL about you 
makes or breaks your sales. 

I BEG TO ADVISE... You're not 
a beggar... you're a salesman! YOURS 
OF THE 17th INSTANT ... MAY I 
HAVE YOUR COOPERATION ... 
I AWAIT YOUR FAVORABLE RE- 
 * re 

Don’t WRITE letters. TALK to 
people by mail. Remember, the guy 
you're writing to is a human being too! 
Put yourself into your letters, and talk 
to him as if he were across the desk 
from you. 

Far too many business letters are 
full of meaningless words . . . useless 
words .. . Avoid them, they put up a 
cloud in front of the idea you’re trying 


to put across. Avoid improper arrange- 

ment of words. When sentences are 

too long, and have to be read twice to 
get the real meaning . . . that’s BAD. 

BE SURE that you read over every 

letter you write before you send it out. 

Sure, your typist will be unhappy at 

having to re-write some of them, but 

you'll soon get letters that really seid. 

Watch out for incorrect expressions 
of thought. Hayakawa, of the Univer- 
sity of Chicago, in his book called 
“LANGUAGE IN ACTION?” says that 
words live in two worlds, the verbal 
and the extensional world. The verbal 
world is the meaning in a word when 
you learned it as a child. The exten- 
sonal world is the world of NOW. In 
other words, the same words can mean 
any one of a whole host of things, mere- 
ly by the way they’re used. 

Watch your letters for words that 
micht create the wrong impression. The 
reader doesn’t have the advantage of 
knowing in advance what you mean! 

Steer clear of offensive words like I. 
we. me, my, us and mine. They make 
selfish. irritating, egotistical expressions. 

Talking about words, Wilfred Funk 
the dictionary publisher, has put down 
what he calls the seven most expressive 
words in the English Language. He 
says: 

The first and most revered is “Moth- 
er.” The most beautiful is “Love.” 
The most tragic is “Death.” The warm- 
est is “Friendship.” The coldest is 
“No.” The most bitter is “Alone.” And 
the seventh and saddest word is “For- 
gotten.” 

Elmer Wheeler put down the dest 
set of rules for selling by mail. There 
are five of them, and they’re worth re- 
membering .. . 

1. Sell the sizzle, not the steak. 
(Dramatize what the product will 
do for the reader.) 

2. Don’t write . . . Telegraph! (Don’t 
ramble, say it briefly.) 

3. Don’t ask IF, ask WHICH. (Give 
your reader a choice between some- 
thing and something, not something 
and nothing!) 

4. Watch your bark . . . (Be friendly 

and gracious . . . even if it hurts.) 

. Say it with flowers. 

And one thing more that Wheeler 

meant that he didn’t say is the most 

imvortant thing of all . ..§ ALWAYS 

ASK FOR THE ORDER! 

I know that many of us hesitate to 
depart from the so-called standard but 
stodgy business letter form, but we 
must if we want to get our ideas across. 
You don’t have to be flippant .. . JUST 
BE YOURSELF. 

Look around you right now . . . see 
how many different suits and ties there 
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are . . . see how each, your own in- 
cluded, reflects the personality of the 
wearer. Well, now, just think of how 
much the same your own business let- 
terheads and letters are . . . How they 
reflect your company personality, or 
... DO THEY? You wouldn’t let 
your salesman go out in an 1890 suit... 
would you? Well, remember that your 
letterhead is THE SUIT OF 
CLOTHES that your all-important let- 
ter is wearing. When you get back, 
take a look at your letterhead again. 
Does it tell the reader who you are... 
what you do? It should say—Who, 
Where, What . . . and by all means the 
telephone number! Drop a note to 
Tom Gallagher of Boston Blue Print 
Co., 120 Boylston Street, Boston, and 
ask him for a copy of his new one. It’s 
a peach! 

Do your best to work closely with 
the manufacturer on advertising. 
When he sets up timing on direct mail 
campaigns .. . stick to it... for timing 
is of top importance. If you rave and 
rage about the manufacturer’s mailing 
list being inaccurate, stop first and think 
back to the last time you took the 
trouble to let 47m know of the changes 
you’ve discovered. Did you send him 
the returned mailings from the last 
campaign? Do you send him addi- 
tions? He can’t do a good job for you 
unless you help him too. 

Your mailing list should include pros- 
pects and customers. My old friend, 
Doug Thompson, used to say... “IT’S 
EASIER TO MAKE A GOOD CUS- 
TOMER INTO A BETTER ONE 
THAN TO MAKE A BAD PROS- 
PECT INTO A GOOD CUSTOMER” 

Assign one person to be in charge 
of mailing lists—don’t let the job dangle 
for whoever has time. It should be 
their duty to check all names, addresses, 
correct spelling of individual or com- 
pany names, address changes, promo- 
tions, and so on. 

There are a number of addressing 
machines on the market, all of which 
are better than doing it by hand. The 
best one is the Addressograph, in my 
ovinion, but it requires, of course, that 
you “plate” your list. That’s a good 
idea anyway, since your main list will 
probably be your present customers, 
and you can then save loads of time 
with your statements and all manner of 
forms. Their small machine costs less 
than a typewriter and is vastly more 
speedy. All told, with any good sized 
list of a few hundred names or more. 
it’s well worth it. Addressograph will 
gladly give you plenty of hints on how 
to make the original expense pay off 
with other uses. 

One of the best things you can do is 
to associate yourself with your local 
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Direct Mail Association group ... Then 
there’s a magazine that comes out 
every month called THE REPORTER 
OF DIRECT MAIL ADVERTISING. 
It’s filled with excellent material. Henry 
Hoke is the editor, and can give loads 
of help with almost any problem that 
might come up. I asked him to send 
copies of a little folder out here for you. 
When our session is through this morn- 
ing they'll be available to you at the 
door. It’s got a message on the front 
and some good letter ideas inside, but 
the one on the front is in shorthand 
and your stenographer will have to de- 
code it for you. You'll enjoy it! 
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Graphic Books, Inc. 


17 East 42nd St.. New York 17, N. Y. 


Fill in space above, clip and attach to your letter- & 
Mail to us, and we'll bill you when shipped. @ 


I know that most of you put in about 
25 hours a day, 8 days a week .. . but 
if you can squeeze out just a little time 
to work some of these things out and 
really consider the better results you can 
get, you'll find yourself with a few 
afternoons off for those games of golf 
you ve been wanting to get in. But... 
maybe that 400°4 increase will keep 
you busy after all! 

All it takes is the right kind of think- 
ing about your customers. Remember, 
reach in after his “BUY” string—it 
sings a beautiful song when you go 
through the doorway of romance and 
emotion! 
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“Required Reading” 


for Direct Mailers 
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Three valuable books for the library of every 
user of the mail to get ideas to train employees. 


Harrie Bell has put in readable book form the 
lecture course he has given successfully for the 
past eight years. It is a solid, substantial out- 
basic Direct Mail principles 


In “Dogs That Climb Trees’” Henry Hoke has 
humerous, fast-moving story of his ex- 
periences in learning about Direct Mail from his 
lettershop days in Pittsburg to his editorship of 
The Reporter. 

‘Cordially Yours” tells how Jack Carr learned 
the letter writing game from life and how to get 


It includes 175 of the best examples of 


ideas 
Carr Cordial Contracts out of 15,000 letters he has 
written for customers. Most of them can be 


adopted for today’s use 


1 
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Send Your Order by Mail to 


1!) 





Phone MuUrray Hill 2-7424 
copy(s) Bell Book @ $4.00 


Il 


.copy(s) Hoke Book @ $1.50 


1) 


ccopy(s) Carr Book @ $5.00 













Are You 


Breaking Down 
Confidence in Direct Mail? 


by Orville Reed 








REPORTER'S NOTE: If you are worried 
about statistical results from direct mail 
. percentages and such read this 
piece by Orville Reed who talked on the 
Small Business Panel at the DMAA Con- 
vention. This ought to help in keeping 
your thinking straight. 





Every time direct mail people get 
together at a convention they make 
much ado about “case histories,” and 
consider them a means of evaluating 
the “results” of direct mail. In such 
sessions a piece of direct mail is ana- 
lyzed for the edification of everybody 
present, and a tabulation of the “re- 
sults” coming from said piece of direct 
mail is given. 

It seems very odd to me that people 
in this business of ours fall into such 
habits of thinking. 

We are all promoting the use of 
direct mail among business men as 
“another salesman.” In my _ business, 
and perhaps in yours, we continually 
drum on the idea that “results” from 
direct mail come from its continuous 
month after month use. 

Likening direct mail to a salesman, 
we say, and believe, that the continuous 
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contact with customers wears down re- 
sistance, keeps contact between sales- 
men’s calls, helps explain our proposi- 
tion or our product in terms of the 
buyer’s needs and does, in fact, do a 
job similar to the job done by a 
salesman. 

In this respect direct mail differs 
from space advertising. 

When we use direct mail we can 
sit down and talk man to man in a 
personal way. This is not possible when 
writing a piece of publication copy 
for general consumption. 

In other words, we talk to and with 
our prospects instead of at them. 

I subscribe to most of the services 
having to do with direct mail. Fre- 
quently, a letter or a folder will be re- 
produced in such services, and along 
with such letters and folders “case 
histories,” such as, “This letter pulled 
24% inquiries,” or “This letter opened 
up 15 new accounts,” or “This letter 
brought in sales amounting to $12,000.” 

Such statements are misleading. In 
most cases they are untrue, although 
the people who issue them really be- 
lieve they are facts. 

Perhaps the letter held up as the 
“wonder letter” is the fifth letter of a 
series. Perhaps immediately after this 
particular letter was mailed, the in- 
quiries were received or the new ac- 
counts opened up. But, all of the credit 
for this “success” cannot be attributed 
to the one letter. Perhaps letters 1, 2, 3 
and 4 “softened up” the prospect. Per- 
haps something said back in letter No. 
2 stuck in the prospect’s mind, and 
when he was again reminded of it in 
letter No. 5, he decided to inquire. 

What I’m getting at is that holding 
up a letter and saying, “This letter 
did so-and-so-increased volume, brought 
in new accounts in certain numbers, 
etc.”—is not presenting a true picture 
of how direct mail operates. 

Let’s get back to the comparison of 
direct mail with the salesman. 


You hire a salesman, load him down 
with samples of your product, a list 
of prospects in the territory he is to 
cover, and shove him out on to the 
street. He starts making calls. He 
makes, perhaps, ten a day. 

The first swing around his territory 
he makes “get acquainted” calls. Dur- 
ing these initial interviews he tries to 
find out something about the prospect’s 
needs for his product or service. He 
finds out, if possible, where the pros- 
pects are buying a service or product 
similar to what he is selling. He tries 
to get under the skins of these buyers. 
He tries to get on personal basis with 
them. He uses his personality, his sales 
ability—everything in the book—to 
make himself and your product accept- 
able. 

He gets very few orders on these 
initial calls. Usually none. 

The second time around he learns 
something more about each prospect’s 
use or need for the product or service 
he has to sell. 

Eventually he makes an impression 
on the prospect. Then, he begins get- 
ting an order now and then. 

If he handles the orders properly, he 
might, eventually, get all of the avail- 
able business from such a prospect. 

I contend that direct mail works 
exactly the same way. 

A postage stamp, a piece of paper, 
and some typed words can’t, of course, 
do the job of a salesman. But, it can, 
and does, go about its selling job in 
the same way. 

For instance, I have been mailing 
a small house organ to a list of pros- 
pects for my services every month for 
the past ten years. Each month I get 
a certain number of inquiries. 

But, it would be foolish of me to 
attribute any inquiry to the mailing 
made in the month when the inquiry 
arrives. For ten years I have been 
wearing down the resistance of all of 
these prospects. The fact that in Sep- 
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tember, say, I get ten inquiries, doesn’t 
mean that my house organ for Septem- 
ber does a better selling job than my 
house organ has done each month 
for the past ten years. 

Direct mail should be sent on a con- 
tinuous, month after month basis. 


If you have a group of prospects who | 


1. Use the type of product or service 
you have for sale; 


2. Have a credit rating worthy of | 


your sales effort; 

3. Purchase in sufficient quantities 
to make it profitable for you to 
develop them to the point of or- 
dering; 

then, I say, your direct mail job should 
be on a continuous basis. 


If, on the other hand, you have a | 


product which can be sold by mail, it 
is necessary to use a mail order type 


of copy, designed principally to get the | 


order. 

Direct mail, in most cases, is not 
designed to do any such thing. 

All of us have read, and know very 
well, the four jobs of a letter. 

The first job is to get attention; the 
second, interest; the third, desire; the 
fourth, so the copy books say, action. * 

I disagree with that fourth point as 
far as much direct mail is concerned. 

Much direct mail is designed to get 
a reaction rather than action. 

In fact, direct mail is low pressure 
salesmanship. Many times the most 
effective letters in a series are those 
which do not ask the prospect to take 
any kind of action. 

If direct mail is going to get any- 
where, either as a profession in which 
most of us are engaged, or as a business 
getter, it must be approached from the 
standpoint of keeping regular monthly 
contact with the prospects, wearing 
down resistance slowly, methodically, 
and thoughtfully. 

It must be looked upon as an assis- 
tant salesman—which does much of the 
cold turkey selling for a salesman; 
which sells between a salesman’s calls; 
which multiplies a salesman’s effective- 
ness; which enables him to make every 
interview a “sales” interview instead of 
wasting his time explaining who he is, 
who his company is, what his product 
or service will do for the prospect, and 
why the prospect should buy what he, 
the salesman, has to sell. 

So, let’s not dwell too much on “case 
histories”. Let's not mislead ourselves 
or prospective users of direct mail with 
such statements as “This letter pulled 
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24°, inquiries”, or “This letter in- | 


creased our volume 20°%”, or “This 
letter brought in $2,000 in orders”. 
I mentioned a while back that I'd 
(Continued on page 20) 
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That’s what enthusiastic users of Photospeed Plastiplates are say- 
ing — A new and truly revolutionary photo-offset duplicating 
plate development by Remington Rand . .. Photospeed Plastiplates 
permit greater speed in plate processing. 

Costly chemicals and time-consuming handicaps are eliminated. 
There’s no developing ink or gum arabic . . . no mixing of chemi- 
cals . . . no pre-etching, counter etching and whirling. Photospeed 
Plastiplates combine greater speed, convenience, quality long 
runs, more economy and ease of handling. 

There’s no need to send out for plates and waste valuable time 
waiting for them. Now you can make photo-offset duplicating 
plates right in your own office . . . and make them faster! 





PREG... 

Write or send 
the coupon 
for the folder 
(DS 66) de- 
scribing Pho- 


tospeed Plas- 


tiplates. 








____-—<—<= MAKE THE PLASTIPLATE ?Péss rest! 


To prove Photospeed’s superiority we will 
gladly send you 3 free plates for trial. Make 
the Press Test . . . and be convinced that 
Photospeed Plastiplates give you speed con- 
venience, quality long runs and economy. 


Busi Machi & Supplies Division, Room 2675A, 
315 Fourth Avenue, New York 10, New York 








My duplicator is a 
Model No. Send me 3 free Photospeed 
Plastiplates. 
C I am interested in Photospeed Plastiplates. Please 
send the booklet describing them. 





Name. 





Firm. 





Addr 





City. Zone. State 
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WE WILL BE GLAD, WITHOUT 
OBLIGATION TO YOU, TO REC- 
OMMEND TESTED AND PRO- 
DUCTIVE MAILING LISTS—LISTS 
OF MAIL ORDER-MINDED IN- 
DIVIDUALS 





| MAY WE SUBMIT SOME SUG- 
| GESTIONS? 


WILLA MADDERN, INC. 
his Cities 


} 
| 
' 
| 
| 215 Fourth Avenue 
| 


Broke 
New York 3, New York 
ORegon 7-4747 





15% RETURN 


Request details on this and other suc- 
cessful campaigns! Let our experience 
in planning, writing, designing sales 
letters, circulars, catalogs, etc. help you 
reap big profits by mail! Consultation 
without obligation. 


PAUL MUCHNICK Co. 
150 Nassau St., New York 7, N. Y. WOrth 4-6236 





FOR MORE SALES 
THROUGH THE MAILS 
Use SAWDON ORDER-VELOPES 
and COMBINE-FORMS 
These Combination Order Forms 
and Return Envelopes Will 
Increase Your Mail Orders 


Write for Specimens Used by 
Leading Mail Order Companies 
THE SAWDON COMPANY, INC. 
484 Lexington Ave., New York 17, N. Y. 





4, FREE ART SAMPLES 


Get FREE sample kit of ready- 








&y ’ to-use drawings 
a famous pe y art f 
N Save 
e i offset p e cuts. New 


Faody br bse ideas for direc mail. Write now. 
Chenstmas i? HARRY VOLK JR. ADVERTISING 
/ @. Central Bldg, Atlantic City, N. J 


been mailing a monthly house organ 
to my list of prospects uninterruptedly 
for the past ten years. 

I won't go into the house organ itself. 
Suffice it to say it is a postal card, very 
inexpensive to produce, contains some 
humor and presents my proposition in 
easy to read form. 

The point I want to make is that I 
use this house organ to keep a monthly 
contact, but seldom do I, in the “com- 
mercial”, ask for an order. 

I am making the house organ the 
“go giver” portion of my advertising— 
advertising which gives the prospect 
something in exchange for the time he 
spends reading it, as opposed to the “go- 
getter” type of advertising which 
asks the prospect to send an inquiry or 
an order. 

This house organ is my method of 
keeping my name and my abilities 
continuously before all of the prospects 
whe can use my services. 

But, most of my direct inquiries 
come from special letters mailed 
throughout the year to special groups, 
containing special inducements. 

The very fact that I have become 
known among this group of prospects 
through my house organ, makes my 
letters more effective than they other- 
wise would be. 

The house organ lays the ground- 
work for the factual selling done by 
the letters. 

Not long ago I sent out 200 personal 
letters to a special group of prospects 
for whom I had an advertising idea 
which I thought they could use All 
of these prospects had been getting my 
house organ mailing every month for 
from two to ten years. 

During that time they have learned, 
through my house organ, something 
about me and my operation. The 
house organ had built up a friendly 
feeling between me and these prospects. 


So, when my letter dropped on their 
desks with a specific recommendation, 
I like to feel that they gave it more 
attention than they would have a letter 
mailed cold, without the preliminary 
build-up of the house ci gan. 


The point I want to make is that 
the letters setting forth the specific 
recommendations may be good, bad or 
indifferent. But, such letters have a 
better chance to bring inquiries, due to 
the fact that I have become, through 
my house organ, known to the people 
who receive such letters. In other 
words, if I were going to give you a 
case history of a letter which I mailed 
to a special group during June of this 
year, it would read something like this: 
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“The 200 prospects have been on my 
mailing list for periods ranging from 
two to ten years. Each month they 
have received from me a simple postal 
card house organ containing humor, 
editorial matter of general interest and 
short “commercials.” Each one of 
these house organs tells, in its masthead 
and signature portion, what I do. The 
‘commercial’ on these house organs is 
brief, to the point, and is written in a 
light manner to encourage reading. 
After receiving the house organ for so 
many years my letter, making a specific 
recommendation, got attention due 
partly to the fact that they enjoyed the 
house organs which preceded it. Hav- 
ing built up a certain amount of con- 
fidence in the minds of these prospects 
through the monthly house organ, my 
letter, making a specific recommenda- 
tion, was believed and acted upon.” 


That’s what I call a case history. 
And, bear in mind, the one letter mailed 
cannot be given full credit for bringing 
in the inquiry. It was a combination 
of continuous monthly mailings of a 
general nature. plus a specific recom- 
mendation in the form of a letter. 

One swallow doesn’t make a suin- 
mer. The everlasting dripping of water 
wears away the stone. You don’t hire 
a salesman, send him out to make one 
call, and if he doesn’t bring back orders, 
fire him. 

Every time you run into some busi- 
ness man who says, “Direct mail is no 
good”, you can bank on the fact that 
he doesn’t know how to use direct 
mail. 

And by reading here and there about 
“case histories” he expects the medium 
to do more than it is capable of doing, 
especially when it is based on a one 
letter idea. 

Of course, there are freaks among 
letters, and once in a while, due to a 
combination of unforeseen circum- 
stances, one mailing will do a sur- 
prising job. But, you can’t base your 
selling program on the idea that simply 
“getting out a letter” is the proper way 
to use direct mail advertising. 





@ CUSTOMERS, FRIENDS and sales- 
men of the New Era Lithograph Com- 
pany, Inc., 495 Broadway, New York 
City. were invited to N E’s sumptuous 
headquarters on Thursday, September 
28th to see American Writing Paper's 
demonstration of paper making. -Shel 
Bradley and Jack McNaught. advertis- 
ing and sales managers respectively 
for American Writing showed how 
Paper was made on a true-to-scale 
miniature Fourdrinien. Try and find an 
opportunity to see it. You might write 
Shel and ask him when it will be in 
your locale again. 
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Bring Back 
the Dead 


by John Patafio, Jr. 








REPORTER'S NOTE: John Patafio. Jr. of 
Ambassador Letter Company in New York 
was very busy during both the MASA and 
DMAA Conventions . . but he found time 
to put into writing the story he told us about 
reviving inactive accounts. It is MUST reading. 





The dead can be brought back to 
life. Find out what made them die... 
cure the disease . then invite them 
to breathe again. 

The dead we are speaking of are 
“dead accounts”. They can be revived 
relatively easy much easier than 
selling new prospects. They are a 
source of new sales that most companies 
are passing up. 

Do you know how many accounts 
became inactive this year? Do you 
know how many sales are required to 
make up that turnover . . . before you 
can show an increase in your sales 
curve? Do you know why so many 
accounts stopped buying? 

The answers to these questions are 
really interesting. 

The first two questions can be an- 
swered when you separate inactive 
from active accounts. The third will 
be answered when the people write 
back and tell why they did not buy. 
But you will have to ask them bluntly 

. tell them not to spare your feelings. 
Don’t ask for a pat on the back and 
expect constructive criticism. 
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Let’s analyze these lost accounts and 
see why a good letter will get them 
buying again. Before any sale is made, 
the prospect must—1.) need your pro- 
duct, 2.) be able to pay your price, 
3.) like your location, 4.) prefer your 
company. 

Having already purchased, you as- 
sume they answered these four ques- 
tions in the affirmative. But now, they 
evidently do not. What percent no 
longer need your product . . . cannot 
afford your prices . . . find your loca- 
tion inconvenient . . . no longer prefer 
your company? The percentages are 
important, for they determine whether 
it is a sales or policy problem. When the 
first three reasons are given in small 
percentages . . . (they can be chalked 
off as lost), and most of them no longer 
prefer your company . it is a sales 
promotion job. If the reverse is true, 
the policy-making boys better get busy. 


Let’s look into the sales promotion 
job. Preferring another company can 
be blamed on dissatisfaction or indiffer- 
ence. Those not satished will air their 
gripes in the return letter. Amazingly, 
though, you will discover more than 
half the replies give no definite reason. 
These people just drifted away because 
of indifference. Your advertising and 
selling failed to make them confirmed 
buyers. They are ripe. Give some 
personal attention and you can pluck 
them from the limb and pack them 
away in your accounts receivable ledger. 
It is far easier to get them than cold 
prospects in the ledger . . . far easier 
than warm prospects far easier 
than your dissatisfied dead accounts. 
The only sales obstacle is you were in- 
different. The letter itself will get some 
of them buying. A personal call or 
follow up letters will activate many 
more. 


The mailing will produce a surprise 
for you. Most of us are used to hear- 
ing, “Figure 2° returns on most of 
your mailings, and that’s good.” If 


(Continued on page 22) 
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Personal letters are read — and acted 
upon. ROBOTYPED personal direct 
mail and sales promotion letters have 
stepped up returns to over 30% for many 
companies.* Yet, the cost of ROBO. 
TYPER is surprisingly small and . 
ROBOTYPED letters are sorpeisingly 
economical. 
The average cost of a ROBOTYPED 
letter is only three cents* — and it’s no 
wonder — 
One girl— one ROBOTYPER: 
200 letters per day with most of 
her time for other duties. 
One girl — four ROBOTYPERS: 
600 to 800 personal letters per day. 
For full information on how ROBO- 
TYPER automatic typing equipment can 
boost your returns, cut inquiry-or-sales 
cost, fill out the coupon below. 


*Detailed information available upon request. 


* ROBOTYPER CORPORATION 
= 18060 Ryan Road, Detroit 34, Michigan 


Please forward information on how we 
can increase returns with ROBOTYPER. 
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How Many DUDS 
Can You Afford? 


ailers are getting more and 

more finicky about the mail- 
ing lists they rent. Their budgets 
for mail-selling promotions are 
tighter. They're looking for fatter 
returns from test mailings—doing 
more shopping around among 
list brokers 


e think it's a good thing. Our 

business always seems to 
perk up when mailers put the 
pressure on. Probably because 
we offer them people, not mere 
names, in the lists we recommend. 
It makes us gluttons for work, to 
be sure. But we're happy enough 
with the customer's payoff. How 
about you? 


rite on your business letter- 
head for our descriptive folder 

“WHICH WILL YOU HAVE- 
NAMES OR PEOPLE?” 


I 


SPECIAL LIST BUREAU 
DIVISION of DICKIE-RAYMOND 
80 BROAD STREET, BOSTON 10 











Profit-making 


of 
ready buyers 


Industrial List Bureau 
45 Astor Place, New York 3, N.Y. 











Planning a “tricky” mailer? 
Worried about the envelope? 
CA“ [Atkins 4-0500 


ying for your golf 
care of that 
re looking for 
we've got it 





Yes-that’s right... 
OVER 1800 DIFFERENT STYLES 


Write or phone for complete catalog 


Direct Mail Envelope Co., Inc. 


15 West 20th Street. New York ll, N. Y. 














When you Remember 


aces WM. F. RUPERT 
RECENT | compiler of NATIONAL 


BIRTH LISTS EXCLUSIVELY 
BIRTH for the past fifty years. 


90 Fifth Ave., New York 11 
LISTS OR 5-3523 ‘i 








one of your mailings receives a 35° 
return, your friends probably will not 
believe you. 

I am not going to guarantee it, but if 
you follow the plan of A. Sulka & 
Company, you may do it. They re- 
ceived 38°, in their inactive mailing. 
Our own, started the second week of 
every new year. Ours consists of a 
series of four letters . . . total returns 
average around 80° It is an intricate 
plan, so let me tell you Sulka’s story. 

Last January, Mr. Walter Meinzer 
was called into the president’s office 
and told shirt sales were lagging far 
behind. Sulka in New York is one of 
the country’s most exclusive men’s shirt- 
makers and haberdashers, specializing 
in neckwear and custom made shirts. 
He submitted a direct mail idea. . . to 
send a letter to all shirt accounts who 
had not purchased in one year, and 
ask them why. He gave his reasons 
why the money should be invested and 
why it should succeed. 

Mr. Meinzer would assume everyone 
receiving the letter stopped buying be- 
cause of dissatisfaction. A highly per- 
sonal letter from Mr. Fitzgerald, Sulka 
Vice President, expressing concern over 
this, and asking help in correcting it, 
would not only get good response, but 
also re-establish Sulka good will. Be- 
cause: 


People are charitable . . . they like to feel 


they can help. 

People like to be considered important . . . 
ego. A personal letter from an important 
executive does this. 


People are soft hearted . . . and they easily 
forgive. 

People like to be considered as a living 
person .. . not just another account 


number in the file. 


A letter of this type is high risk 
venture with definite possible high re- 
turns . . . similar to dynamite. If 
handled properly and carefully, it will 
do a tremendous job. But if not, you 
can get badly burned. The mechanics 
of the mailing would be the key to its 
effectiveness. 

The letters had to be highly person- 
alized . . . personal in tone and personal 
in appearance . . . typewritten on auto- 
matic typewriters. For if the recipients 
suspected the letter was form—part of 
a mass mailing—they immediately 
would assume thousands had stopped 
buying. Their reasons would be 
justified, and they would continue to 
keep away from Sulka and Company. 

A personalized return envelope with 
a 3¢ stamp pasted on would be in- 
cluded. Expensive but effective. The 
reader had to naturally assume it was 
a personally dictated, and secretary 


typed letter. A printed business reply 
envelope commercializes the _ letter. 
Also the psychological effect of the 
three cent stamp itself would increase 
the returns. People are basically honest 
and thrifty. The stamp appeals to 
these characteristics and it is not dis- 
carded. Observe your own reaction 
sometimes. 


700 credit accounts were selected at 
random for the test . . . 233 were in- 
active for over one year. A much 
higher percentage than _ suspected. 
When the test proved successful, Sulka’s 
staff went to work on the total of over 
12,000 shirt accounts. A little under 
4,000 inactive shirt accounts were 
pulled out for the final mailing—con- 
firming the percentage of the test. 

Below is the letter. Notice the 
direct mail know-how Mr. Meinzer 
used in writing the copy. Giving the 
exact date of their last purchase 
asking point blank what he wants to 
know . .. making it easy as possible 
to answer. And, being a salesman, get- 
ting in a little sales pitch. A masterful 
piece of copy technique. 


February 17, 1950 
Mr. John Jones 
Alexander Packing Corporation 
517 West 57th Street 
New York, N. Y. 
Dear Sir: 

In going through your folio, which con- 
tains the record of your purchases from us, 
I note that your charge account has been 
inactive since February 5, 1948. Naturally, 
I am curious to know why,—and I am won- 
dering if you would mind telling me. 

You do not need to write a special letter. 
Just use the other side of this letter, and 
then mail your answer to me in the enclosed 
envelope. Incidentally, I shall be very happy 
to have you mention anything you may need 
in our line, so I may suggest distinctive 
Sulka items for your consideration. 

Please be assured that if there is any way 
I can be of service to you to renew your 
patronage with us I shall be very glad 
to help you. May I have the pleasure of 
hearing from you or seeing you soon? 

Cordially yours, 

A. Sulka & Company 
AF:M:] W. A. Fitzgerald 
enc. Vice President 


38°, replied. The answers revealed 
some startling things. Over 5°, were 
deceased . . . some as long as five years. 
Although catalogs and printed pieces 
were mailed several times yearly to 
their entire customer list, the relatives 
did not inform them of the account 
being deceased until asked specifically. 
In many cases these people asked for an 
account in their own name. 

Less than 5°, gave high prices as 
their reason. This was an unexpected 
but pleasantly timely fact. It answered 
a problem confronting management at 
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that time. Sulka’s prices remained 
unchanged. 

Again a small percentage gave lo- 
cation and no present need. Every 
gripe (and they numbered less than 
2°.) was investigated—the situation 
corrected—and a personal answer given 
the writer . .. either by person, phone, 
or letter. 

Quite a few mentioned they were 
buying but paying cash—quite all right 
with Sulka. 

But ... three out of every five did not 
give any specific reason. Indifference. 
They just drifted away. Sulka, unin- 
tentionally, had been indifferent. Their 
mailings were not personal and consis- 
tent enough to hold that 60%. 

Here is where Sulka showed some 
real selling finesse. Their staff is di- 
vided between store and road men. The 
road men travel the principal cities, 
spending a week or so at the local hotel 
exhibiting their haberdashery. 

Every letter received from a road city 
was answered by personal letter, and a 
carbon copy sent to the salesman. The 
answers, although some had to be de- 
layed as much as six weeks, and this 
was purposely explained in the letter, 
were not mailed until a few days before 
the salesman arrived in that city. Their 
salesman, therefore, was calling on that 
account while the reply was still fresh 
in the buyer’s mind. Timeliness. 

One such “dead” account spent 
$1,027.58 . . . That is really bringing 
the dead back to life. 

Back here in New York, another ac- 
count walked into the store with the 
original letter. Said he happened to 
be walking by and stopped in. Had no 
reason for not buying in the last year 





. more or less just got out of the 


habit. Before he left the store, Sulka 
had his order for $623.00 worth of 
haberdashery. Indifference. 

These were two incidents that stood 
out. Time prevented making a com- 
plete survey to see how many actual 
sales resulted from the mailing. But, 
since the mailing went out to all in- 
active shirt accounts, they have been 
running eight to ten weeks behind on 
custom shirt orders. The reason why 
the mailing had accomplished its pur- 
pose. 

This fact, coupled with the two in- 
cidents mentioned were more than 
enough to convince Mr. Meinzer and 
his bosses the mailing was a complete 
success. 

Mr. Meinzer attributes its success 
to four things: 


1. Careful selection of the list (nights of 
work on his part). 


id 


. Short, to-the-point copy. asking just what 
they wanted to know. 


i 


. Physical appearance of the mailing. 
Using only the best money could buy 
. a highly p lized t 
typewritten letter with pen and ink sig- 
nature. Truly a silent salesman with a 
look of distinction. 


tically- 





4. Making it as easy as possible for the 
“prospect to buy’’. When finished read- 
ing the letter. with his emotion at its 
highest. the prospect merely had to pick 
up his pen, write a few lines, put it into 
the envelope . . at his finger tips— 
already add d and stamped... 
and place in the outgoing mail tray. Not 
a chance for an interruption or time lag 
to dictate, allowing his emotion to cool 
and eventually die. Action complete... 

ie - 


lich 
P 








Sulka and Company brought back 
their dead .. . 


have you? 


SRAVERS © 


@ SEEMS LIKE THE OLD MULTIPLE 
MAILING RACKET is popping up again. 
Several of our readers have been bam- 
boozled. Be very careful to investigate 
any offers to mail your circulars at a 
very low rate ... along with the cir- 
culars of other people. In the first 
place, such mailings usually do not 
work. Direct Mail was never intended 
as a mass coverage media for many 
unrelated products. And more impor- 
tant . . . you never can tell whether 
the promoter of the scheme mails your 
circulars and you can’t find out to 
what type of people they are mailed. 
Ask the Better Business Bureau before 
you fall for any such scheme. 





What Happened 
To Those 
Catholic Lists 222 


If you have Catholic names 
to rent or sell, please send 
complete information. 


If you want to see copy of 
mailing which will be sent 
to the list, I’ll submit sample. 


Box 105, THE REPORTER 


17 East 42nd St., New York 17, N.Y. 








MILLIONS IN MONEY 


Genvine banknotes issued by foreign 
government, fantastically high denomina- 
tions make wonderful sales letter enclos- 
ures. Tie-in free with order. Write for 
samples and prices 


TIGER 154 Nassau St. New York 7, N.Y. 
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460 W. 34th ST., N. Y. C. 
LONGACRE 4-2640 
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OVER THREE QUARTERS 
of a MILLION DOLLARS 


NEW MAIL ORDER 
CUSTOMERS IN VOLUME 
on MAIL ORDER LIST 
COUNSEL—and SERVICE— 
of MAIL ORDER LIST 
HEADQUARTERS 





MOSELY 


Selective LIST Service 
NEW MAIL ORDER CUSTOMERS 
IN VOLUME 


38 Newbury Street Boston 16, Mass. 


Phone BOSTON COmmonwealth 6-3380 
MAIL ORDER LIST HEADQUARTERS 


INDUSTRIAL LIST BUREAU 
45 Astor Place, New York 3, N. Y. 

















FOR SALE 
3 Elliott Addressing Machines 
1 Commercial Contols Postage 
Meter 


hiterheaee 
All machines with A.C. motors in 
good running order, and de- 
liverable New York City. 
Creative Mailing Service, Inc. 
24 S. Grove St. Freeport, N. Y. 











EYE“ CATCHERS 


For direct mail promotions 2 
a unique photo service | \ 
used by large and small 
advertisers everywhere . ~ 
in all kinds of promotions 
See how WE sell by : 
mail Write for FREF _~ 
proofs No. 42 
EYE* CATCHERS, Inc. @& 
10 EF. 38 St.. N. Y. City 16 





50, Fiv€ REAMS 2/00 
WANTITIES QUOTED 
68!i4 CHEW STREET 
PHILADELPHIA 19, PENNA. 
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Best of Industry 


The “Best of All Industry” Grand 
Award was won by Abbott Labora- 
tories, North Chicago, Ill. in the an- 
nual competition, now in its 22nd year, 
sponsored by the Direct Mail Advertis- 
ing Association holding its 33rd annual 
Conference at the Roosevelt Hotel, 
New York. Presentation of awards 
to 48 winners in various classifications, 
together with awards for 7 “Limited 
Budget Campaigns” was made at the 
opening breakfast session, by Dr. 
Robert A. Love, Director, Evening and 
Extension Division, City College of 
New York, who served as chairman of 
contest judges. 

Serving as judges with Dr. Love 
were: Charles McDonough, Publicity 
Manager, Combustion Engineering- 
Superheater, Inc., New York; William 
A. Scherman, Ass’t. Circulation Man- 
ager, Time, Inc., New York; Herman 
Thoenebe, John Falkner Arndt Co., 
Inc., Philadelphia; and Richard Mess- 
ner, Vice President, E. E. Brogle & Co., 
Inc., New York. 

A new judging plan, developed by 
Dr. Neil H. Borden, Professor of Ad- 
vertising, Harvard Graduate School of 
Business, I. D. Robbins, Robbins & 
Barber, New York, and Richard Man- 
ville, Advertising Research Consultant, 
New York, was employed by the judges 
for the first time this year. 


Agricultural Machinery and Farm Eauipment 
—Minneapolis-Moline Co., Box 1050, Min- 
neapolis, Minnesota Robert O. Smith, Ad- 
vertising Dept 





Agricultural Supplies—Eastern States Farmers’ 
Exchange, Central Street, West Spring- 
tield, Mass Kenneth Hinshaw, Head, Infor- 
mation Service 





Automotive - Parts and Serviees—Pontia 
Motor Division, Service Department, 196 Oak- 
land Avenue, Pontiac, Michigan H. J. Hales, 


Building Materials—Celotex Corporation, 120 
: Salle Street, Chicago 3, Illinois Gates 
Ferguson, Advertising Director 


Business Services - Mise.—Extermital Chemi- 
als, Inc., 1026 Wayne Avenue, Dayton, Ohio 
W. H,. McCain, President. 


Business Services - Advertising Agency and 
Art Services—Circulation Associates, 1745 
Broadway, New York 19, New York E. 
Robert Rubin, President 


Business Services - Associations—Broadcast 
Advertising Bureau, 270 Park Avenue, New 
York, N. Y Maurice B. Mitchell, Director. 


Business Services - Kesearch Methods and 
Technical Consultants—United Business Ser- 
vice, 210 Newbury Street, Boston 16, Mass- 
achusetts Cc. W. Richardson, Vice President. 


Construction Equipment—Harnischfeger Cor- 
poration, 4400 W. National Avenue, Milwaukee 
14, Wisconsin George L. Staudt, Advertis- 
ing Manager 


Consumer Products - Miscellaneous—Audivox, 
Incorporated, 259 West 14th Street, New York 
11, New York Sam Hudson, Advertising 
Manager 


Education and Educational Institutions—U ni- 
versity College of Syracuse University, 601 
E. Genesee Street, Syracuse 2, N. YY. George 
W. Ball, Director of Public Relations. 


Envelope Manufacturers—Tension Envelope 
Corporation, 19th and Campbell Streets 
Kansas City 8, Missouri Martin Baier 
Advertising Manager 


Fund Raising—National Wildlife Federation, 
3308 Fourteenth Street, N. W., Washington 
Ss KX ¢ L. F. Wood, Business Manager 


Financial Institutions—Standard & Poors 
Corporation, 345 Hudson Street, New York 14 
N Y John T McKenzie, Advertising 
Manager 


Food Preducts—Beech-Nut Packing Company, 
Canajoharie, New York. C. J. Schaefer, Jr., 
Foods Promotion Manager 


Furniture and Fixtures - Floor Coverings—A. 
& M. Karagheusian, Inc., 295 Fifth Avenue, 
New York 16, N. Y. C B Konselman, 
Director of Advertising. 


Heating and Ventilating—Minneapolis-Honey- 
well, 2747 Fourth Avenue S., Minneapolis, 
Minnesota J A. Young, Merchandising 
Manager 


Home Appliances—Inland Manufacturing Div., 
General Motors Corporation, P. O. Box 1050, 
Dayton 1, Ohio. A. J, Fouts, Sales Mana- 
ser—Refrigeration and Allied Products. 


Hotels - Resorts and Restaurants—Chalfonte- 
Haddon Hall, Atlantic City, New Jersey. E. 
D. Parrish, Advertising & Sales Manager. 


Industrial Machinery and Tools - Accessory 
Equipment—Burndy Engineering Company, 107 
Bruckner Boulevard, New York 54, N. Y. 
A. 8S. Price, Ass’t. Advertising Manager. 





Industrial Machinery and Tools - Heavy In- 
stvllation Equipment—Lane-Wells Company, 
5610 South Soto Street, Los Angeles 58, 
California Jas. D. Hughes, Sales Manager. 


Industrial - Institutional ond Business 
Supplies—Canadian Industries Limited, Plas- 
tics Division 1253 McGill College Avenue 
Montreal, Quebec, Canada. R. W. D. Han- 
bidge, Advertising Supervisor - Plastics 


Insurance - Fire and Casualty—Fireman’s 
Fund Group, 401 California Street, San 
Francisco 20, California. E. O. Scharetg, 
Advertising Manager. 


Insurance - Life and Health—The Mutual 
Life Insurance Co. of New York, 1740 Broad- 
way, New York 19, N. Y¥ Robert J. Walker, 
Supervisor of Field Service 


Machinery and Tools - Consumer—New De- 
parture, Division General Motors Corporation, 
Bristol, Connecticut. Carleton Beckwith, 


Advertising Manager 


Metals and Alloys—Inland Steel Company, 38 
S. Dearborn Street, Chicago 3, TMliinois. 
William E. Geidt, Advertising Manager. 
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Paper Manufacturers—Mohawk Paper Mills imit Budget Awards 
Inc., 465 Saratoga Street, Cohoes, New York. Best of Lim ed g 
G. M. Robinson, Advertising Manager. 





Entries which were not winners in their classes 
but which, in the judges opinions, were out- 


Paper Specialties—Aatell & Jones, Inc., 3360 standing examples of low-cost, small-scale 
Frankford Avenue, Philadelphia 34, Penn- direct mail operations toward a single sales 
sylvania. R A. Yoggi, Secretary. or promotion purpose. 
Dayton Ad Club, Van Cleve Hotel, Dayton 2, 
Petroleum Products—Esso Standard Oil Co., Ohio William § Yeck, Chairman-Income 
15 West 5ist Street, New York 19, N. Y. Tax Committee. 
R M Gray, Manager Advertising Sales 
Promotion Division P & H Houses Division, Port Washington 
Wisconsin George Staudt, Advertising 


Pharmaceuticals—Abbott Laboratories, North Manager 


Chicago, Illinois Charles S. Downs, Vice - = = i. - 
> Parents Magazine, 52 Vanderbilt Avenue, 
President 


New York 17, N. Y Monroe E Michels, 
Promotion Manager. 





Pharmaceuticals - Export—Abbott Labora- 
tories International Co., 919 N. Michigan Raytheon Manufacturing Company, River 


Avenue, Chicago 11, Illinois Thomas 8S. Bird, Street Waltham 54 Massachusetts c. J 
\dvertising Manager Olson, Advertising Manager. DUPLISTICKERS cut addressing 
costs to the absolute minimum! 33 


























vl Plasties—Hercules Powder Company, 9th and Orville E. Reed, First National Bank Bldz., d f ted label let 
r- Market Street, Wilmington, Delaware. Howell, Michigan. aiabbaes ~ capi egere mee Age atter- “— 
s Theodore Marvin, Director of Advertisine. size sheets simplify addressing for = 
Y ao —= 
t Sky Service Corporation. Municipal Airport all duplicate moilings, samples, (4 S| 
" Printers—M« Cormick-Armstrong Co., 1501 Evansville, Indiana E. A. Carson, President premiums, etc. Moke 4 or more a 
E. Donglas, Wichita 1, Kansas. w J. Van - . * = : . . . . - 
Wormer. J¢.. ¥. P.—Ar Director Thatcher Glass Mfg. Co., Inc., Elmira, New copies in one typing operation. 25 
s- F ‘ r York George W. Peck, Advertising Manager, sheets (825 labels) 50¢ pkg., at - 
Printers Specialties—Western Lithograph Co., stationery stores. White and 5 colors. ae 
. 600 East Second Street, Los Angeles 54, 
> California Henry Isham Special Outstanding Campaign Awards 
wm 
Publie Utilities—The Detroit Edison Company, Baroid Sales Division, National Lead (Ce 
2000 Second Avenue, Detroit 26, Michigan. 830 Ducommun Street, Los Angeles 2, 
i- Paul L. Penfield, Advertising Manager. California. Arthur Langton, Advertising 
1 Manager 
re Publishing - Circulation—Cowles Magazines, 
Inc., Flair. 488 Madison Avenue, New York Canad'‘an Industries Ltd., Cellophane Division, 
22, WN. Y Lester Suhler, Subscription Box 10, Moncreal, Quebec, Canada Cc. John 
pe Manager West, Advertising Supervisor 
‘ Publishing - Books—McGraw-Hill Book Co., Lamers Laboratories Fae xray "e ogee 
Inc., 330 West 42nd Street, New York 18, Cyanamid h, mee Rad Rocke! eller tes _ <D., . Cc 
; N.Y Mashest Baktew. ‘taanees. Shalt York 20, New York. David A. Bryce, M.D., Write for FREE s jalty Printing oe. 
~ Sales Division Director, Lit. & Advertising Section Sample Pkg. Eureka co ctric Street 
$5! o 
r . p National Broadcasting Co., 30 Rockefeller 9, Pa. 
Publishing - Magazines - Advertising Space - Plaza, New York 20, New York Allen F. Senne 
s Newspapers—This Week Magazine, 420 Lex- Hurlburt, Art Director. 
1 ington Avenue, New York 17, N. Y. W. | 
eB pao are nea jentley, Director Prom, & Public E. R. Squibb & Sons, 745 Fifth Avenue, DUPLISTICKERS 
telation Tew y 28 Jew 7 yi 7 
7 New York 22, New York. A I Zodda, 
: Advertising Manager. are made only by 
ye Public Relations—Newsweek, 152 West 42nd 
Street, New York 18, N. ¥ Exie Tomlinson, 
Circulation - Promotion Director 
4 Publishing - Business Papers—Business Week, 
3 330 West 42nd Street, New York 18, N. Y. i 
Ww Persson, Promotion Manager. 


Publishing - Newspapers—The Washington 
Post, E. Street, N. W., Washington 4, 
m Raoul Blumberg, Public Relations 














Director 
: Radio and Television—Columbia Broadcasting 
), System, Inc., 485 Madison Avenue, New York | 
- 32, ms Ee Louis Hausman, Vice President. | 
™ Retail Stores - Department and Specialty 
: Stores—W m Filene’s Sons Company, 426 
Washington Street, Boston 1, Massachusetts 
Louis Kaufman Advertising Manager. 
3 Retail Stores - Miscellaneous—Kroch's Book- 
stores, Inc., 206 N. Michigan Avenue, Chicago 
1, Illinois Morton Levin, Promotion Manager Your catalog and letter travel 
5 together . . . and arrive together . . . in 
, Rubber Products—Dayton Rubber Company, 
Dayton 7, Ohio B. D. Spofford, Advertising MONO POST 
Manager CURTIS "a ENVELODES 
. 
. Transportation Equipment Manufacturers i . i i 
Saaa Sickar Commaun. Eee: Samak Gaaae Sales letter goes in first class compartment which is sealed. Catalog or sample 
hae set Dearborn, Michigan. Gordon C is enclosed in large open end compartment. Each supplements the other for 
eldredge. Manager Advertising & Sales, : . : 
Promotion - Ford Division. more effective, more result-getting presentations. 
< No extra postage . . . you pay first 
, Travel and Transportation—Capital Airlines, | hird I 
Inc., National Airport, Washington 1, D. C. class rates on your etter, thir class 
, Joseph E. Montgomery, III, Art Director. on enclosure. 


Wearing Apparel—Donahue Sales Corporation, Sead ger camples! 
ie. ee 


2106 Graybar Building, New York 17, N. 
R. H. Penndorf, Advertising & Sales Promotion 


‘| CURTIS 1000 INC. 


Best-of-all-Industry Grand Award 





; 380 Capitol Avenue 1000 University Avenue 
Abbott Laboratories, North Chicago, Illinois. Hartford 6, Conn. St. Paul 4, Minn. 
SS ae en See 2630 Payne Avenue 355 Marietta Street N.W. 
Cleveland 14, Ohio Atlanta, Georgia 
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One Advertising Man 
to Another 


GEORGE KINTER’S 


MONTHLY LETTER EXPRESSING 


ONE MAN’S OPINION 


Honest, Henry, I was really surprised 
when I saw my letter to you in the 
September Reporter—It wasn’t written 
for publication, but I got as much 
satisfaction out of your pinning my ears 
back for my views on the DMAA con- 
vention programming as I did from 
your agreement with my opinion of its 
use of “Free” in its advertising. | 
sincerely hope that its programming 
this year was as helpful to the little 
fellows in direct mail as the bull sessions 
in your rooms at Cleveland were to this 
little fellow. 

I have intended for the past several 
weeks to tell you that I didn’t have 
my mad up sufficiently to write a piece 
for the October issue, but just didn’t 
get around to it, but I'll do the best I 
can in my present glad spirit. 

One of the things that have made me 
glad was Fortune's blast at institutional 
advertising. Undoubtedly most of THE 
Reporter readers read the piece headed 
“Are You Listening” in the September 
issue, or excerpts from it in the adver- 
tising press. However, it might be 
well if you highlighted the article so 
that any Reporterites who didn’t read 
it will know what I am talking about. 

I have many times tried to express 
my opinion of much institutional ad- 
vertising—especially that of the Na- 
tional Association of Manufacturers, 
Advertising Council and __ other 
“Causes”, but I was never able to put 
words together as well as Fortune's 
writer, nor have I had the courage to 
use such strong ones. I have repeat- 
edly said that much of such advertising 
is an insult to the intelligence of the 
American public, but I never screwed 
up sufficient courage to say “it is no 
damn good” and that the NAM 
lousy spokesman”, but those statements 
get my fervent “Amen.” 

It is apparent that the NAM and 
other “cause” advertisers have com- 
pletely lost touch with the public and 
its thinking and have come to believe 
that old John Q and his family can be 
made to understand only by primer 
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style advertising or the comic strip 
technique. 

The hogwash that NAM and other 
Free Enterprise and “Cause” Crusaders 
send along to editors of employee pub- 
lications should make any sensible edi- 
tor of such a publication sick to his 
stomach. 

But whoa up—I'm beginning to get 
mad and I want at least another month 
of gladness. 

am glad that Reader’s Digest has 
awakened to the fact that “there is 
strong evidence of popular resentment 
over the misleading claims of a few ad- 
vertisers,” who have been cashing in 
on its reports on consumer products. 
Digest admits that it “cannot legally 
prohibit an advertiser from referring 
to a statement made in the Digest, so 
long as there is not a direct quote and 
the reference is not false ... but it will 
take steps to curb the subtle misrepre- 
sentation by which some advertisers 
have sought to use the name of the 
Reader's Digest to promote the sales of 
their own products.” In our opinion, 
the best step toward that end would be 
printing the names of such advertisers 
in type as large as those advertisers use 
in referring to Reader's Digest in their 
false and misleading advertising. 
People just don’t like to have fingers 
pointed at them—especially people who 
prey on suckers. 

Another bit of gladness was given 
me by FTC’s crack-down on the Direct- 
ory Tricksters—reported in your Sep- 
tember issue—but that gladness was 
almost turned into the madness needed 
to write geod when I read Commis- 
sioner Lowell Mason’s dissent: 

While he admitted, probably with 
tongue-in-cheek, that the Federal Trade 
Commission is the protector of the 
public interest, he said, “but we are 
not guardians ad litem to the Mortimer 
Snerds, who can read but won’t, who 
don’t have to sign contracts but do.” 

The commissioner who has little 
patience with busy businessmen who 
haven’t the time to wade through a 


lot of fine print in what is made to look 
like a mere contract renewal, contin- 
ued: 

“IT don’t think we should tell the 
merchant, the business man or the pub- 
lic that no matter how explicit a written 
contract is and no matter if the same is 
properly executed by the customer ap- 
pending his name to the document, the 
written terms of the contract are of no 
moment; that it is impressions and not 
the written words that count.” 

We gather from Lowell’s legal 
phraseology that an advertiser has a 
perfect right to use large type or other 
means to create a false impression so 
long as he sticks to facts in tiny type 
he hopes won't be read. 

Judging from this and other disagree- 
ments with his fellow commissioners, 
we are inclined to believe that the Great 
Dissenter has missed his calling. With 
his legal mind and training and his 
attitude toward the Mortimer Snerds, 
the whom make up a great percentage 
of the public, he might have become 
highly successful in the “racket” branch 
of advertising. However, the aid and 
comfort he gives this branch may be of 
more value to it. 


A few excerpts from Fortune’s article 
“ARE YOU LISTENING” 
that gladdened George Kinter’s heart 


e- “The free enterprise campaign is psy- 
cr ologically unsound, it is abstract, it is de- 
iensive, and it is negative. Most important, 
in a great many of its aspects it represents a 
snocking lack of taith in the American people, 
and in some causes downright contempt.’ 

° **Not since the wartime ads of apple-pie 
my that so angered GIs have we been 
insulted with such noxious terpretations of 
the American dream. And never before have 
we so debauched and exploited the symbols 
that bind us.’’ 

ee ‘“‘What makes it impossible for inspira- 
tional copy to be good communication is the 
tact that the business man running the cam- 
paign isn’t sure exactly what it is he’s trying 
to communicate. . . . The why is plain enough. 
To oversimplify, he is doing it because he is 
sincerely worried over what has been happening 
at the polls. What he is after, _to put it 
bluntly, is a Kepublican victory. 

. **The fine art of listening remains one of 
ihe most overlooked tools of management . . . 
It is in this respect that we see the most 
tundamental error of the free enterprise cam- 
paign. It’s the other fellow who is supposed 
to do all the listening. 

“It is in the field of mass communication 
that our failure to bridge the gap is being 
most graph lly expressed. Never before has 
the profession spent so much time at the 
mirror. Increasingly writers are writing about 
writing . . . radio comedians are joking 
about radio comedians . . . newsreel camera- 
men are photographing newsreel cameramen 
making newsreels. There is hardly a medium 
in which professional incest is not rife. 

. . “Advertising has so prostrated itself at 
the altar of word worship that it has succeeded 
in creating a whole lancuage of its own .. . 
While Americans are bilingual in this respect, 
none can confuse the language of advertising 
with their own. On the average, only one out 
of every ten consumer ads is free of coinages 
end word groupings peculiar to advertising 
(e.z., ‘rich, tangy, goodness,’ ‘anatomic styl- 
ing,” ‘yes, folks everywhere say r, x 
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The advertising of the National Association 
of Manufecturers came in for severe treatment. 
‘‘Fortune’’ quoted typical comments about 
some of it, such as: ‘‘Capitalist talking to 
capitalist” . . . ‘*The average free enterprise 
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ad is a lot of junk, the NAM is a_ lousy 
spokesman’ . . “Free enterprise advertising 
isn’t worth a goddam. If they spent half the 
time and money on the free enterprise that they 
use talking about it te each other, they 
wouldn’t need to advertise’’ - »« “Unions 
accomplish more with no zoddam advertising.”’ 
... “The field is already infested with charla- 
tans and it will be more so in the future’’ 
... “There is little exchange of lessons be- 
mediums—advertising learns too little 
from selling, selling too little from industrial 
relations, and so on—nor has there been 
enough exchange of lessons between companies; 
for many executives have been unaware that 
what they see as a problem peculiar to their 
situation is giving ulcers te business men 
everywhere.”” 

‘*Fortune”’ 
the American business man has 
job”’ ahead of him. 


tween 


concludes with the opinion that 
“a hell of a 


from HO’s, ofttimes with amusing 
results of reprint and rereprint, but 
seldom with the courtesy of a credit 
line. And, short stories were being 
reprinted in their entirety, and syndi- 
cated columns excerpted, with utter 
disregard of copyright. 

With the thought that it was over- 
sight, rather than lack of ability or 
common decency, we made an effort 
to straighten out some of the would-be 
editors . . . particularly where they had 
mutilated our original copy, but not 
But 


hole for them to craw! out of if they 
weren't entirely to blame. 

Was this accepted in good grace? 
No! You would think from the letters 
received that we had appropriated 
their material instead of the other way 
around. We were told that every other 
HO editor was doing it . . . therefore, 
it was a legitimate practice. We were 
told that our old stuff wasn’t any good, 
anyhow. We were told that we prob- 
ably stole it in the first place. We were 
told to mind our own business. We 
were told! 





enough to completely disguise it. 
we went to extra effort to be nice 
about it, always leaving a small loop- 


A LETTER FOR ALL |,~ 
HOUSE MAGAZINE | 
EDITORS 

(About Plagiarism) 


No one can say we are fussy about 


(Continued on page 28) 


——_——> AIR MAIL 
———___> CATALOG 
—___» MERCHANDISE 

> POSTAGE SAVER 
—_——»> PACKING LIST 
——_——_» OFFICE SYSTEMS 
> BANK STYLES 
> EVERY OTHER STYLE 


Specialists in 
ENVELOPES 


REPORTER'S NOTE: The letter reproduced here - 


was written by Harry Higdon. editor of . 0 T] t S t a n d i n g § © i y j Cc Pp 














“Phoenix Flame’ h.o. of Phoenix Metal Cap 
Company. 2444 West 16th Street. Chicago 8, 
Illinois to K. C. Pratt. 50 East 42nd Street, 
New York 17. N. Y., who among other things 
is editor of Stet. the h.o. of The Champion 
Paper & Fibre Company. Hamilt Ohio for 
editors of house magazines. 


THE HOUSE OF ENVELOPES AND ENVELOPE IDEAS... 


GARDEN CITY ENVELOPE COMPANY 
3001 N. ROCKWELL, CHICAGO 18, ILL., PHONE: COrnelia 7-3600 





Hig sent us a copy. Since Hig was the 
guest editor of the very first convention issue 
of The Reporter (September 1938) we think he 
has a right to occupy some space twelve 
years later . . . especially so since we think 
he has every right to blow his top. No 
comments are needed. 








“We seal 30,000 mailing pieces 
daily with this one machine” 


Says Frank Henderson, Purchasing Agent, McGill 
Company, 501 Park Avenue, Minneapolis, Minn. 





Dear Casey: 

I'm not looking for a robust and 
sympathetic shoulder upon which to 
weep large, streamlined, wet, copious 
tears. This is a tale out of mild 
irritation rather than ingrown bitter- | 
ness. 





4,000 elaborate mailing pieces 
an hour sealed with a neat 
one-inch strip of pressure- 
sensitive tape! That’s the 
continuous, trouble-free out- 
put of this new ‘‘SCOTCH”’ 
Brand Automatic Mailing 
Piece Sealer. And its capacity 
is even greater on simpler 
pieces... up to 7,200 an hour! 
Use colored tape to dress up 





mailings, transparent tape if 
printing is covered by the 
seal. The machine takes either 
kind in widths from !/4” to 
4". Pieces automatically 
counted, tape holds reply 
cards or inserts in place. 

For demonstration or further 
details, write Dept. DMA, 
Minnesota Mining & Mfg. 
Co., St. Paul 6, Minn. 


For years we tolerated reprint of 
PF material without permission or 
credit or thank you. We were too 
busy writing new copy to be bothered. 
Then, in 1946, we published some 
of our ancient material in an Anthology. 
Shortly thereafter we were accused 
of “stealing our own stuff”. The guy 
wasn’t kidding. He had seen one of 
our shelf-worn items reprinted in a 
recent issue of a national magazine 
where it was credited to another writer 
and another publication. The infer- 
ence wasn’t flattering. 

That did it! We gave the house 
organs which cross ovr desk a closer 
check. What we found wasn’t especial- 
ly creditable to a group of interesting 
young people we had alwavs liked and 
often helped. Old gags and wisecracks 
were being lifted with reckless abandon 








FEEDS AND SEALS folded material 


HANDLES MOST KINDS of printed 
in a single operation. Completely 


matter in sizes (folded) from 3 x 3” 
to 6 x 13” (larger sizes quoted on 
inquiry). 


automatic operator merely 
keeps feeder hopper filled. 
“SCOTCH” is the registered trademark of M. M. & M. Co. 
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THIS TRAINING PROGRAM. 


experience and know-how can lead to a 


effort too 


The experiences of the past twenty-five 


etfective, money-saving and money- 


office study . either by individuals 


o% 


“YOUR COURSE HAS BEEN 
AND IS A THOROUGHLY 
FASCINATING EXPERIENCE. 
| PERSONALLY FEEL THAT 
ITS FIRST PROSPECTUS WAS 
AN UNDERSTATEMENT” 


So wrote a businessman ‘‘student’’ who had just completed a 
year’s study of my Training Program in Direct Mail Advertising 


(for advertising executives . . and for training assistants) 


IF YOU USE THE MAILS FOR ANY 
PROMOTIONAL PURPOSE . . . YOU 
CAN INCREASE YOUR SKILL AND 
IMPROVE THE EFFECTIVENESS OF 
ALL YOUR APPEALS BY AN OR- 
DERLY, SYSTEMATIC STUDY OF 


Direct Mail is a BIG subject It has 
many angles Many pitfalls Lack of 


tremendous waste of money Waste oi 


But Direct Mail can be made simple 


years can be co-ordinated step-by-step 
to give the user of the mail an 


making working guide 
Tris course is desicred for home or 


by groups 





If you are interested in an orderly, thorough, down-to-earth, 
year-long study program in all the ramifications of a VERY 
BIG subject . . . send for my prospectus now. You can start 
any time. You will receive study sections every two weeks 
for a year. Fee $115 . .. which includes personal advice and 
criticisms. 


Write personally to 


HENRY HOKE 
17 East 42nd Street, New York 17, N. Y. 


























reprint of our material. Naturally, we 
expect it to be reproduced without alter- 
ation in original text . . . except, of 
course, where “briefed” for Digest use. 
But we have never refused permission 
of reproduction. In some instances 
we have furnished criginal plates, draw- 
ings, and layouts . . . always “no 
charge,” unless additional photo prints 
and electros are required. 

Our credit lines are short and sim- 
ple: author and publication. We have 
never insisted that the name of our 
organization be included. In many 
instances we have suggested that the 
credit line be held to 6 pt. roman, 
c. & le. And, while some of our 
material is syndicated, we have never 
accepted payment for a one-time run... 
even when offered. 

“We're no angel!” While leaning 
over backwards to “give credit where 
credit is due,” we must have erred 
occasionally. We know we've bought 
“original” art and copy which shouldn't 
have fooled a student in a moronic 
kindergarten. So, while “pointing 
out,” we've been careful not to con- 
demn or threaten or call names. But, 
what do we do when a HO editor per- 
mits publication of our material over 
his signature, then accepts money for 
it from a Digest magazine? Yup, 
that’s happened several times. 

Maybe you’d better trundle over that 
broad shoulder, after all. We're be- 
ginning to feel sorry for ourselves. 
We still like dough, even though we've 
been told you can’t take it with you. 

Your aging editor has been working 
at this publication job for a considerable 
number of years. There are, as you 
should know, easier jobs than crea- 
tive writing. Sometimes, when the 
ideas won't jell, we wish we’d taken 
one of them. Perhaps that is why we 
are irritated, today, by the so-called 
editors who live F.O.B. (from others’ 
brains). We stole that term, con- 
sciencelessly, from Dan Rennick who 
used to do a column by that name for 
Postage & The Mailbag, 1930 and 
earlier. But don’t think he wasn’t 
liberal with credit. He never missed 
an opportunity. 

A slight change in those letters gives 
us the initials of the bright young 
editors who think they’re good enough 
to rewrite our material, but couldn’t 
write it in the first place ... or any 
place! 

A publisher and friend says we 
should overlook such misdemeanors 
because they are perpetrated by some 
poor little editor with a poor little 
budget who is trying oh-so-hard to 
get along on his little salary. Such 
could not be farther from the truth. 
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The most recent wholesale theft of 
our material was by a corporation with 
5 plants, 4 subsidiaries, and 20 or more 
branch offices. That makes us look 
small. When we _ suggested Hig’s 
Syndicate (see specimen enclosed) as 
a possible relief from the burdens of 
rubber cement and shears and copy- 
right, they wrote back to say: “We're 
getting a dearth (sic) of material from 
several sources, a good deal of which 
we aren’t even using.” Dearth of ori- 
ginal material, yes; but not nerve. 

In another instance—a Chicago to 
West Coast R.R.—we merely sent the 
HO editor a tearsheet from PF con- 
taining an editorial by our confrere, 
E. J. Ryan. It was, we thought, a 
good-natured editorial (see enclosed). 
But, WOW! did we get told. He ac- 
cused us of buying every joke book 
we might see at the newsstands in our 
travels around the country. He over- 
looked the fact that we haven’t a rail- 
road; and, besides, we have our original 
“Joe Miller.” But plagiarism? Perish’ 
the thought! He had merely reprinted 
the item from “some other” publica- 
tion . . . without credit, however. 

It is difficult to understand why 
a HO editor would think he could use 
material he did not write, and for which 
he had not obtained release. A credit 
line, even then, is compulsory. Let 


him try using a phrase from a popular 
song, some time, and see how fast he 
gets slapped down. And the boys who 
are reprinting Benchley, Leacock, Run- 
yon, and Ade, without so much as a 
“by permission,” are destined for a 
sad awakening. Just because an author 
is deceased is no reason for his ma- 
terial being thrown into “public do- 
main.” 

Now I haven't anything (more than 
a mild irritation) against these other- 
wise “nice” people . . . else I would 
not be writing you this long letter. 
An editorial of warning, or an article 
on copyright law, might keep them 
out of serious trouble, reproof of boss, 
cr loss of job. We've had a little to 
say about this in the columns of PF, 
albeit humorously. We may _ have 
more. But the proper place for such 
an editorial or article is in STET, or 
The Reporter of Direct Mail Adver- 
tising. (And because this letter has 
reached these proportions I’m merely 
sending a copy to Henry Hoke.) 

And, certainly, we don’t want credit 
this time for the idea. I’ve made my- 
self disliked enough objecting to the 
appropriation and mutilation of (of 
all things) MY OWN material. So, 


please, don’t name names or point 
fingers. Actually, we are trying to 


help, not hurt people’s feelings. 


Foreign Trade 
Possibilities : Italy 


by Edgar V. Hall 





REPORTER'S NOTE: Here is another in the 
series of articles by Ed Hall - on the 
possibilities for mail order in foreign trade. 





Since publication of my last article 
on foreign trade by mail, The Korean 
War has started. And to many of you 
it may look like any sort of foreign 
trade with consumer goods, mail order 
or not, is in for a set-back. 

It is true that war preparations here 
mean a stockpiling of strategic sup- 
plies from abroad. And such stock- 
pling is going to tie up shipping space 
—so some imports will have to be cut 
down. But it does not look like con- 
sumer goods will be greatly affected, 
for the time being at least. 

Economic opinion is that a high 
American living standard is essential 
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to successful mobilization here. And 
with American manufacturers tied up 
in war work, many of the consumer 
goods needed to maintain our high 
living standard are going to come from 
abroad. 

So it may be that this is the dest 
time to start your mail order business. 
For anything filled with uncertainties, 
as foreign trade is now, is bound to 
discourage some, leaving a larger field 
of operations for others willing to take 
a greater chance. 

And if you are still interested, Italy 
is the second country recommended for 
investigation into mail order possibili- 
ties. Like many European nations, she 
still needs dollars badly, and her busi- 
nessmen are receptive to all ideas that 
help increase trade with the United 

(Continued on page 30) 
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better 
production 
brings 

better results 


There’s a best way to produce 
direct mail... 

MASA members study the best, 
most effective, ways of produc- 
tion; support research and fact 
finding: share knowledge of im- 
proved methods. Their object is 
better results for you. When you 
iry to “save” money with “cheap” 
production you tamper with re- 
sults. 

To check the effectiveness of your 
production source... 

Always say, “Are you MASA?” 
YOUR BEST SOURCE for: Creative 
direct mail campaigns, multigraphing, 
mimeographing, offset and letterpress 
printing, bindery, mailing service, mail- 
ing lists, etc. Information about post- 
al regulations and better direct mail 
resulis 


For names of MASA 
members nearest you, write 


Mail Advertising 


Service Association 
18652 Fairfield Avenue 
Detroit 21, Michigan 


MASA 

















FREE KIT! 
“How Photos 


Can Boom 
Your Sales” 


$$ PHOTO 


BLACK and WHITES 8X 10 


8x10's 52 each in 1,000 lots; 
M g 





postcards $27.50 per M,. 

‘It’s a photo—it’s authentic!’’ 
Moss photos have been whipping 
pep and sales punch into direct- 
mail campaigns for vears. Ho 
Send for samples and prices! 
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or FREE 


Photo ~~ aie t 
MOSS PHOTO SERVICE Inc. FREE! 


155 West 46th St., N.Y. 19, N.Y. 


MOSS PHOTO SERVICE 
155 W. 46th ST. N.Y. 19 
Yes, I want that FREE Photo Sales Kit 
on ‘How Photos can boom my sales”’, 
IID aicsniscisnnicscssciionensntisnttnintlinsinisinaninasncenmtinnnntl ms 
Company . 
Address 














CLASSIFIED 
ADVERTISING 


Rates: $1.00 per line—minimum space 3 lines. 
Help and Situation Wanted Ads— 
50¢ per line—minimum space 4 lines. 








ADDRESSING 


ADDRESSING $4.50 THOUSAND 
No charge for our lists 
“SPEEDADDRESS” 

48-01 Forty-Second St., 
Long Island City 4, N. Y. 


ADDRESSING — TRADE 





Rapid Service Unlimited Quantity 
Large Staff of Expert Typists 
M. Victor—Addressing for the trade 
3902—9th Ave Brooklyn 32 
Ul. 3-3800 





ADVERTISING AGENCIES 


SELL YOUR PRODUCT WITH pulling 
mail order, agent ads. 
We show you how 
Martin Advertising Agency 
15P East 40th Street, New York 16, N. Y. 





FOR SALE 


Coxhead Vari-Typer for sale: 1949 Mod- 
el. Not used. Cost us $500.00. Will sell 
at big reduction. We cannot show you 
how to operate this machine as we don’t 
know how ourselves. If you are fa- 
miliar with operation of this machine, 
it is a good buy for you.—Babcock 
Poultry Farm, R. D. 3, Ithaca, N. Y 


HELP WANTED 
WE'RE GROWING, ARE YOU? If you 


have outgrown your job and are keen 
on joining the multi-million mailers, 
[ need an administrative assistant to 
take over many of the details of the 
direct mail promotion department of 
a leading periodical located in New 
York City. Write full details of your 
experience, expected salary, personal 
and professional qualifications. They 
will be treated confidentially, of couse 
Box 104, The Reporter, 17 East 42nd 
St., New York 17 





WE ARE PLACING this appeal in The 
Reporter in the hope that there might be 
someone we can benefit and who can 
benefit us Someone whose creative 
ability and talents might be unappre- 
ciated fully now. But not the 
unsuccessful salesman from another 
equipment company. For us he will sell 
Auto-Typist automatic typing equip- 
ment in the New York area, utilizing 
imagination, intelligence, persistence 
and persuasiveness to assist in the mar- 
keting of the leading automatic letter- 
writer, the Auto-Typist. Please direct 
your inquiries to William Schulz, Man- 
ager, Auto-Typist NYC, 120 Greenwich 
Street, New York 6, N. Y 





HOUSE ORGANS 
1000 Two-Color House Organs Only $40! 


Your ad front cover. (Free copy serv- 


ice.) Self mailer. Features Dale Car- 


negie, prominent cartoonists, “cheese | 
cake”, sports. Powerful good will 
builder. Holds customers. Brings new 
business. Send for sample and details. 
THE CRIER ADVERTISING SERVICE 
1836 Euclid Ave. Cleveland 15, Ohio 


LETTER WRITER WANTED 





HARD WORKING GENIUS TYPE PRE- 
FERRED—If you are a copywriter who 
can carry a real load of direct mail | 
letter promotion, there is a position for | 
you in the circulation department of a 
leading periodical located in New York 
City. The job requires ability, versitality, 
judgment and a wealth of sound ideas 
so good experience in the letter writing | 
end of direct mail is essential. Send 
a detailed resume of your qualifications 
and salary expected to Box 102, The 
Reporter, 17 E. 42nd St., New York 17. 
It will be treated confidentially, of 
course. 





MAILING LISTS 


CURRENT BIRTH LISTS and Expectant 
Mothers our specialty Also other 
coverage. Bulletin available. C. Don- 
ner, Box 643, Ann Arbor, Michigan. 


WE DELIVER: Fresh, competent cover- 
age in birth lists. Expectant mothers 
names that are reliable. Lucilles 
Birth Lists; Poynette, Wisconsin. 


Mailing lists of mothers with children 3 
to 6 months. State age desired. Lucille 
Buzzell, Poynette, Wis 





MULTIGRAPHING SUPPLIES 


RIBBONS, INK AND SUPPLIES for the 
Multigraph, Dupligraph and Addresso- 
graph machines. We specialize in the 
re-manufacturing of used ribbons. Chi- 
cago Ink Ribbon Co., 19 S. Wells St. 
Chicago, Ill 


OFFSET CUTOUTS 


MOST COMPLETE service in U. S. Just 
published—OFFSET SCRAPBOOK #¢ 7, 
950 reproduction proofs of promotional 
headings, catch words and art panels, 
only $3.00 postpaid. Literature free. 
A. A. ARCHBOLD, PUBLISHER, 1209-K 
S. Lake St., Los Angeles 6, Calif. 


SITUATION WANTED 


FRIENDLY LETTER WRITER will write 
warm natural letters to your dealers 
or salesmen, pulling letters to your pros- 
pects. Sales correspondence and di- 
rect mail. Draws on 4 years experience 
with A-l1 manufacturer and top letter 
expert. College graduate, veteran, 32. 
Eastern Seaboard preferred. Write and 
let me explain how I can help you. 
Address Box 103, The Reporter, 17 E 
42nd St., New York 17. 














WANTED—TO BUY 


Addressographs, Speedaumats, or El- 
liott Addressing Machines, Cabinets, 
Trays, Frames, etc. Also Multiliths, 
Multigraphs, Folders, Pitney Bowes 
Machines, Multigraph Drums. Quote 
models and serial numbers and if pos- 
sible asking price. Mailers 40 West 
1Sth Street, New York 11. 


ART WORK BY MAIL 


SKETCHES, DUMMIES, DRAWINGS 


Direct to your desk by mail from my home. 





PERSONAL 
service RAYMOND LUFKIN ''S.X55',SUNTON Ave 


States. There are drawbacks, of 
course. Italian products are often ex- 
pensive, delivery dates are uncertain, 
and there is the ever present red tape. 
Play safe—check with the Italian Con- 
sulate first on your trade plans. They 
will tell you what can and cannot be 
done, and your chances for success. 

The best items for mail order seem to 
be the products of Italian craftsmen, 
and many such novelties have already 
found favor in America. There is one 
mail order store in New York building 
a successful business selling them. More 
about that later. 

You can pick up additional informa- 
tion about these and Italian goods in 
general from several good sources. 
Since the information is free, and is 
given gladly, I suggest you write to 
any or all of the following: 1. The 
Italian Chamber of Commerce (also 
named: American Chamber of Com- 
merce for Trade with Italy, Inc.) 105 
Hudson Street, New York City. Via 
monthly trade bulletins, and other 
sources, they can supply you with 
names of Italian products, and sup- 
pliers. 2. The Colonial Trust Com- 
pany, Rockefeller Center, New York. 
Ask the Colonial Trust for a copy of 
their monograph: WORLD RECOV- 
ERY THROUGH IMPORT TRADE 
WITH ITALY. It will give you back- 
ground information on the country 
and will also point out some of the 
trade opportunities there. 3. The Euro- 
pean Economic Administration, Wash- 
ington 25, D. C. Request a copy of 
the booklet released by them: CON- 
SUMER GOODS IMPORT MAR- 
KET IN THE UNITED STATES. 
It covers other countries in addition to 
Italy, and gives valuable information 
on import prices that may prove helpful 
to you. 4. The House of Italian Handi- 
crafts, Inc., 217 E. 49th Street, New 
York. This is the store I mentioned 
briefly above. A subsidiary of an Italian 
corporation it was set up to find mar- 
kets in the United States for Italian 
handicraft items. It can help you with 
information about products and prices. 
And, more valuable, it can give you 
a line on what are the best bets for 
mail order trade. The H. I. H. made 
a recent survey of American tastes 
in Italian wares. So they know pretty 
well what things are popular and what 
things will not sell over here. 


If at all possible, visit the House of 
Italian Handicrafts. You will have 
an opportunity to watch the successful 
operation of a mail order organization, 
selling products made exclusively in 


Italy. And if they can do it, why 
not you? 
30 THE REPORTER 
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N 6 of a series of people YOU | 
0. have on Your Mailing List. 





Is his handwriting bad! Especially when 
he “fills-in” his name and address on 
a reply card! You can’t read what he 
writes, which means lost sales and 
wasted calls. 


That's another advantage of the Reply-O 
Letter. Your (already filled-in) reply 
card is carried in an exclusive slip-out 
pocket, needs no pencil, pen or fill-in. 
Mr. Scribble needn't sign a thing! 


Test Reply-O Letters on one mai ing 
first. Prove to yourself that your returns 
can increase greatly . . . as your costs 
decrease. For example: 


"On a parallel test Reply-O Letter pulled 
more than 50% better than the best 
personalized letter with matched fill-in.”’ 

—Campbel! Soup Company 


Send for sample letters and free copy of 
"IT WAS ANSWERS HE WANTED.” 


USE THE 
REPLY-O 
LETTER 


ke REPLY-O 


PRODUCTS COMPANY 


150 WEST 22nd ST., NEW YORK 11 
Sales Offices 


BOSTON — CHICAGO — CLEVELAND 
1) 36 fe) em ce) te), hie) 


SHORT NOTES 
DEPARTMENT 


(Continued from page 8) 


months before opening date. Sales 
have been phenomenal. The public 
has gotten mail-order-buying conscious 
because they have learned that’s one 
simple way to get tickets. 


ode 


@ GLAD TO SEE MORE PROMOTIONS 
for the improvement of letterheads. The 
Rising Paper Company of Housatonic, 
Massachusetts has just instituted a new 
series of mailings called “New Letter- 
heads Of The Month.” There are about 
a dozen samples packed into an at- 
tractive filing folder. If you want to 
get on the list . . . write to Fred May. 

The Multi-Ad Services, Inc., 720 N. 
Jefferson, Peoria, Illinois also have an 
attractive layout service which they 
are offering to advertisers. Covers all 
types of mailing pieces ... as well as 
letterheads. Better write and get the 
whole story. 


_ 
eee 


@ “FOR BOSSES ONLY” is the title of 
a humorous 4” x 6”, 20 page booklet 
issued by Brad Carnell of the Albany 
Business College, 130 Washington 
Avenue, Albany 6, New York. Car- 
toons and short captions tell a fast 
moving story of how secretaries feel 
about their bosses and what's 
wrong with them. The booklet came 
about as the result of an actual survey 
among graduates of the Albany Busi- 
ness College. 

Incidentally, this reporter enjoyed a 
trip to Albany to talk before the Ad- 
vertising Club. In addition to dishing 
out the usual line about letter improve- 
ment ... we were able to pick up 
quite a few ideas for The Reporter. 
Including some valuable background 
material about the homework mess. 
More later on that subject. 


_ 
eee 


@ SHOWMANSHIP EXPERT Leon J. 
Bamberger of RKO Radio Pictures, Inc., 
Radio City, New York 20, N. Y. has been 
getting a lot of publicity lately. The 
September 13th issue of “Exhibitor” car- 
ried a two page spread on Leon's 
activities in doing an institutional job 
for the motion picture industry. He's 
been traveling all over the map talking 
before Conventions and Regional Meet- 
ings. Spreading the story of showman- 
ship in advertising. 


_ 
dee 
@ WHATTALIFE! Lawrence K. Hoffman, 


President of Martin and Hoffman Com- 
pany, Inc., 145 West 45th Street, New 


York 19, N. Y. has just announced 
that he is deserting New York some- 
time in December and will move lock, 
stock and barrel to Miami, Florida. 
Larry is the fellow who has spent the 
last fifteen years specializing in unique, 
hand-painted direct mail pieces for 
women’s shops. He has finally branched 
out into the men’s wear field and has 
also added hand painted calendars 
and greeting cards to the production 
line. After December his address will 
be 4201 N. W. 2nd Avenue, Miami. More 
than half of his New York personnel 
have decided to do their future work 
under the palms. 


eed 


@ SOMEONE SHOULD TELL SOME- 
ONE at Columbia Broadcasting System, 
Inc. .. . to be more careful in answer- 
ing people who send ideas to the com- 
pany. Seems like they have so much cor- 
respondence of this nature that a form 
letter has been prepared. The one we 
saw was sure a mess. The fill-in was 
light grey and the form was very dark. 
Two lines which were not appropriate 
were X'd out. The name given above 
the filled-in address was Miss Dudley 
Muller. The salutation read “Dear Mr. 
Muller.” A P.S. at the bottom stated 
“Miss Muller.” Mister Muller was very 
upset about the whole thing. 

When people take the trouble to send 
ideas ... they should be treated with 
consideration. No company is so big 
that it can afford to brush off its 
“public.” 


eed 


@ FROM GERMANY comes a very con- 
fusing mailing. It attempts to sell some 
sort of an advertising manual for the 
price of $4.00. The copy in the letter 
and circular is written in German, but 
a translation in English is included. 
The only fly in the ointment is that the 
English translation is so confused that 
very few people could understand what 
it's all about. Herb Kaufman of 
DuFine-Kaufman, Incorporated sent his 
copy to us with this note “Here’s one 
for the book, The Reporter, that is.” 
It is possible that some of our American 
direct mail does not make a good im- 
pression on foreign prospects. As mar- 
kets expand we should try to 
speak in the same language as our 
prospects ... even in translations. 


PT 

eee 
@ HERE’S A GOOD ONE as a wind-up 
for this month. Roy Cammack in the 
Advertising Department of Choctaw, 
Inc., P. O. Box 2057, Memphis 2, Ten- 
nessee sends us a card he received 
from someone. Large type announces 
“We have moved for better service 
to you.” The new address is given, 
but nowhe e on the card is the name 
of the concern or the city. Roy’s one 
line letter read “They've moved!” 
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WORK HORSES of the Lithographic Industry 












Single-Color 


BREADWINNERIL 


Take a look at the third in a world- 
famous line of small offset presses. 
Your money’s safe on this favorite. 

Its granddaddy, the Harris LSB, was 
earning big money for its owners 
even in the tough competition of 
depression days. 

Its father too, the Harris LTG, 
has been the foundation for many 
a business. The military model also 
did duty for the armed services on 
every continent. 


Now comes a press that will out- 
perform them both in quality of 
print ...saleable sheets per day... 
operating convenience. Particularly, 
it has the features which press owners 
and operators have asked for in a 
small offset press. 

Today’s race is too rugged for any 
but the top performers. That’s why it 
takes a mew Harris to stay out in front. 

Ask us to prove how this 17 x 22 
can increase your production. 


HARRIS-SEYBOLD 


GENERAL OFFICES, DEPT. S, CLEVELAND 5, OHIO 


Breadwinne, IT 











HARRIS MODEL 122A (LTV) 


17 x 22” Offset Press 
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d. h. ahrend—a complete direct mail service for nearly 60 years 





catalogs 
cash-register copy 
call sales-minded art 
letterpress printing 
al offset lithography 

sal sales letters 


& brochures 2 Z 


4 dealer aids ell y 
% list selection _H ot wy, wis 
mailing For peter direct mail results, use Ahrend. Our clients have won 





33national awards based on results in the past five years alone. 
Our merchandising analysts and creative staff will advise you 
or plan your complete campaign. You'll save time—you'll save 
money — you will be way ahead with Ahrend — the house of 


creative thinkers and experienced craftsmen. 


58 YEARS EXPERIENCE SERVING DIVERSIFIED INDUSTRIES WELL 


d.h. ahrend co. 


333 EAST 44 STREET + NEW YORK 17,N. Y. 


visit us when you're in New York—we're three blocks east of grand central 





